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“FIRE-STOP” WIRES and CABLE 


A method of saturating braids or other 
fibrous coverings and a finish that is 


— 


“™ 


flame retarding and moisture resisting. 


U.S. LETTERS PATENT 


No. 1,635,829 July 12, 1927 No. 1,765,000 August 8, 1928 
1,410,790 March 28, 1922 1,536,549 May 5, 1925 
1,772,436 August 5, 1930 1,798,486 March 31, 1931 


Other Patents Pending 


Termed, “the most remarkable 
improvement in a decade.” 


National Electric Products Corporation 
SUBSIOIARY PHELPS OCUDGE CORPORATION 
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Yittsburgh. . > gi titi. 
S WIRES 





National “Fire-Stop” Rubber Covered 
Wires carried in stock in 139 cities. 
Supplied by Electrical Wholesalers. 

















vitalizes the hot, dead air of 

a sultry afternoon, the Jeffer- 
son Ozonator revitalizes air at 
the snap of a switch. Think of 
the market for after-a-shower- 
pure air all winter long —at a 
price so low that it is no sales 
obstacle when health is at stake 
—at the operating cost of a 25- 
watt lamp. 


UST as an electrical storm re- 
4 


The Jefferson Ozonator not 
only adds ozone to the air,—it 
destroys odors such as from 
stale cigar butts, musty clothes, 
medicinal bandages, cooking veg- 





etables, and the like. 


And the sales field does not 
end with dwellings (living rooms, 
bedrooms, closets). Hospitals are 
a big market, churches, audi- 
toriums, vaults, ‘phone booths— 
wherever there is confined air, 
deadened by poor, difficult ven- 
tilation. 


There will be thousands of 
healthier families this winter. 
Start capitalizing on the ever- 
active market for health by 
writing for illustrated folder No. 
L-100 and complete information. 


JEFFERSON ELECTRIC COMPANY 


Bellwood (Suburb of Chicago}, Illinois 


-FFERSON( )ZONATOR 


There is 


always 
a market 


for Health 


Sell Healthy 
Air this winter 
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LECTRICAL WHOLESALING iS 

a magazine for both ex- 
ecutives and salesmen of elec- 
trical wholesalers and spe- 
cialty distributors. 


For 12 years the editorial 
efforts of THE JoBBer’s SALES- 
MAN have been directed to 
sales and management prob- 
lems of electrical wholesalers. 
This service is now continued 
and extended by ELEcrrRicaL 
W HOLESALING. 


Also, with a keen apprecia- 
tion of the problems facing 
the electrical specialty dis- 
tributor, ELEcTRICAL WHOLE- 
SALING renders him a special- 
ized editorial service in the 
Appliance Distribution Sec- 
tion. 


The news columns, always 
an important feature of THE 
JopBer’s SALESMAN, are now 
extended to include specialty 
distributors as well as elec- 
trical wholesalers. 


Subscription: U. S., $1; 

Canada, $2, including 

duty. All other countries, 
$1.50 per year. 


Entered as second class 
matter January 25, 1932, 
at the postoffice at Chi- 
cago, Illinois, under the 
Act of March 3, 1879. 


Copyright 1932— 
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Publishing Co. 
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@ Steeltubes was announced to the and strength. It is fully approved —for 
electrical trade in 1929. Since that open and concealed wiring. Made in 
time more than 35,000,000 feet of this seven standard sizes—from 38’’ to 2”. 
modern thinwall conduit have been Today Steeltubesis generally accepted 
installed. And the demand is growing by the progressive contractor. It enables 
rapidly. him to win against the strong competi- 


It was a pioneering job... to prove 
to the industry that here is a conduit 
which fills 
safety . 


all the requirements of 


. . of permanence. . . of rigidity 


tion of other forms of metal raceways. 
It permits use of greater number of out- 
lets than with old-style conduit at no 
greater total cost. 


Electrical Division 


STEEL AND TUBES, INCORPORATED 


The World’s Largest Producer of Electrically Welded Tubing 
c @ 8 Ve 424. fA Bs ee Oo H I 9O 
A UNIT OF REPUBLIC STEEL CORPORATION 


TEELTUBES 


Threadless Thinwall Conduit 
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We Announce ’ Victory in '33” 


AST month we promised our readers an 

|” important announcement. This will be 
found on pages 6 and 7, while further 

information appears on pages 25 to 28. 

“Victory in ’33,” an industry sales drive, 
will start in January. This drive to stimu- 
late wholesaler’s sales will, we believe, prove 
to be the most conspicuous and far-reaching 
effort ever undertaken by this publication 
in its 12 years of service to the electrical 
wholesaling field. 

Briefly, this is what ‘“‘Victory in 733” of- 
fers to— 


The Wholesaler's Salesman 


Every normal man enjoys a_ contest. 
From the matching of his ability with that 
of others comes a definite inspiration, a 
genuine enthusiasm which only the spirit of 
competition can arouse. To the more than 
5,000 salesmen of electrical wholesalers, 
“Victory in °33” will bring such inspiration 
and such enthusiasm during the first half 


of 1933. 


There is no greater incentive to increased 
effort than the lure of cold, hard cash and 
that is exactly what “Victory in 733” will 
offer the salesman of the wholesaler. Dur- 
ing the next six months, cash awards total- 
ling thousands of dollars will be distributed 
by ELECTRICAL WHOLESALING. 

When a man puts forth extra effort which 
results in an outstanding accomplishment 
he deserves a tangible recognition of his 
performance. “Victory in ’33” will provide 
such recognition. Winners will receive mer- 
ited publicity through the pages of ELerc- 
TRICAL WHOLESALING. The successful sales- 
men will also be awarded “Victory” lapel 
emblems which they may wear with just 
and pardonable pride, emblems which will 
be recognized as a mark of achievement by 
their customers and their fellow salesmen. 


The Wholesaler 


“Victory in ’33” provides the wholesaler 
with all the incentives which are so essen- 


tial in any sales contest and yet in no way 
will this activity disrupt his normal opera- 
tions or conflict with his established sales 
policies. 


We have often heard wholesalers com- 
plain that a sales contest conducted by an 
individual manufacturer throws their entire 
organization out of balance. This is impos- 
sible with “Victory in ’33” because it is a 
coordinated contest. Instead of encourag- 
ing sales concentration on a single line this 
program provides for well balanced sales 
efforts among many of the wholesaler’s 
established lines. 


The Manufacturer 

The manufacturer uses advertising space 
in ELECTRICAL WHOLESALING to provide the 
salesmen of his distributors with informa- 
tion which they need to do a selling job on 
his products. His first concern, therefore, 
is—will his advertisements be read. The 
entire “Victory in ’33” program is built 
around the advertising pages of ELECTRICAL 
WHOLESALING. They form the vital part of 
the plan. Every wholesaler participant must 
read them, carefully and thoroughly to 
obtain the sales messages of his manufac- 
turer. 


Any sales contest benefits a manufacturer 
only to the extent that it stimulates the 
efforts of his wholesalers’ salesmen on his 
own products. That is exactly what “Vic- 
tory in 33” will do for him. It is his oppor- 
tunity to provide his wholesalers with an 
individual sales contest on his own lines 
and at an insignificant fraction of the cost 
which would be involved were he to plan 
and conduct a similar contest by himself. 


Thus will the industry, through this co- 
ordinated program, be stimulated to carry 
on to “Victory in °33.” 


Merman Ctirkiak 


PRESIDENT 
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Merry Christmas 
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... with the hope that 1933 will 
mark the return of happy days 











Every wiring product that your customers use 


ANACONDA WIRE & CABLE COMPANY 
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Sales Offices in Principal Cities 
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The High Cost of Competitive Bids 


HOSE industrial pur- 

chasing agents who 

spend 20 cents shop- 
ping around to get the low- 
est price on 15 cents worth 
of goods are disturbing fac- 
tors to many wholesalers of 
electrical supplies. I hap- 
pened to drop in on one of 
them just after he had 


opened a sheaf of requests By 


WALTER J. HOLMES 


for such petty quotations. 
“Look at them,” he ex- 
claimed. “They talk about 
reducing overhead and still 
they send out stuff of this 
kind. This is typical of what comes in to us every day. 

“Here’s a request for a quotation on approximately 
20 cents worth of fuse links. The buyer at that plant 
has made it a fixed rule to get competitive prices on 
every item bought. Now I happen to know that this 
inquiry goes to about 30 firms. It costs the sender about 
15 cents per inquiry for stationery, time and postage, 
or $4.50 in all. Then further expense is involved when 
the astute gentleman in charge of purchasing looks over 
the returns and gloats over the fact that there is per- 
haps a nickel saving in the lowest price. 

“We really shouldn’t answer the letter as the whole 
order isn’t worth the time we would spend in making up 
a quotation. But thé old codger at this plant would be 
offended if we did not do so and when a worthwhile 
order came along we would not be included. Every 
wholesaler figures the same way about it so most of us 
answer, and each of us hopes the other fellow will get 
the order so we will not have to enter a 20-cent sale on 
our ledgers. 

“Over here is a group of requests for prices from 
another plant on about 10 items. The firm reserves the 
right to accept any individual quotation we make for 
any of the items and reject all others. Some shortsighted 
merchandising genius figured that by so doing he could 
take advantage of the lowest price made by the different 
concerns for each item. The theory is perfect. The 10 
items may be bought from 10 concerns. 

“But really now, does the purchaser get the advantage 
of lower prices? The wholesaler knows that he may 
only be given one item. For that reason he figures prices 
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The practice of some industrial buyers in 

sending out inquiries for prices on every 

purchase, regardless of the size of the order, 
is costly to both purchaser and supplier 


to include postage and profit 
on that one item. The total 
shipping charges on 10 
items from 10 different 
firms are certain to be sev- 
eral times as much as they 
would be if the order were 
sent by freight as one ship- 
ment from one firm. But 
no supply house dares to 
figure on the basis of one 
item, and still offer the pur- 
chaser its best price. 

“Then, too, there are a 
lot of firms like the Blank 
Co. where the purchasing 
agent is really not to blame for the policy he adopts. 
The management says to him: ‘Your job depends on how 
much you can save in maintenance costs. If you cannot 
run the plant on less than the fellow who was here be- 
fore you, just get the personal items out of your desk 
and begin looking over the help wanted section of the 
newspaper.’ Thereafter the ‘P. A.’ learns to growl into 
his collar or look at the ceiling and say, ‘Sorry, old man, 
I can get a better price than that.’ Or perhaps he begins 
to use some cheap product that is less satisfactory and 
thereby brings the plant engineer down on his neck. An 
argument ensues and the ‘P. A.’ tells the engineer to 
use it and like it. 


“AJFOW in cases like that engineers can be very dis- 

agreeable. If the article is one easily broken a sur- 
prising amount of breakage begins to occur. More goods 
are ordered and these break too. Then the war is on. The 
engineer is hoping that the general manager will com- 
plain to him about the high cost of maintenance, and so 
give him an opportunity to declare that the purchasing 
agent is ordering a lot of junk for his department and 
that if good material were used in the first place there 
would be no trouble. So the battle rages and in the end 
it is the customer who loses. 

“In some cases the supply salesman is blamed for 
making the engineer dissatisfied with the material bought 
for him. We have one account where our salesmen are 
not allowed to visit the engineer. The idea of this, of 
course, is to keep the engineer ignorant of new and bet- 
ter material and therefore happy. (Turn to page 16) 
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VICTORY in '33 


Electrical Wholesaling’s Nation-Wide 


Sales Drive to Stimulate Recovery 


Starts January First 


LECTRICAL WHOLESALING $an- 
E nounces a nation-wide “Victory in °33” 
sales drive whereby thousands of dol- 
lars in cash prizes will be paid to whole- 
salers’ salesmen during the first six months 


of 1933! 
The plan is amazingly simple. 


Selling is the only solution of business re- 
covery. Therefore, during 1933, the sales- 
man of the wholesaler will truly be the most 
important man in the industry. He will be 
called upon to play a vital part in the period 
of business improvement which lies just 
ahead. 


And ELreEctTrICcAL WHOLESALING believes 
that he should have extra incentive and 
extra reward for the unusual effort that he 
must put forth to achieve “Victory in °33.” 


Beginning in January, 1933, and for the 
next six months, ELECTRICAL WHOLESALING 
therefore, proposes to bestow such recogni- 
tion through a series of six monthly con- 
tests among all salesmen regularly employed 
by electrical wholesalers. 


In addition to the cash awards, emblems 
of achievement in the form of a specially 
designed “Victory” lapel button will provide 
added incentive to every wholesaler’s sales- 
man to put forth greater sales effort on lines 
for which his house is a distributor. 


This campaign is ELECTRICAL W HOLESAL- 
ING’S contribution towards “Victory in ’33” 
for the wholesale field. Manufacturers will 
cooperate by giving practical, tangible sell- 
ing messages on their specific products 
in the advertising pages of ELECTRICAL 
W HOLESALING. 


The editorial pages will carry helpful ar- 
ticles pointing out sales opportunities and 
discussing successful selling methods. 


There is no red tape connected with this 
contest. The rules which appear on the op- 
posite page are simple. In each issue of 
ELECTRICAL WHOLESALING will be found an 
entry blank. On this blank will appear a list 
of all manufacturers whose lines are eligible 
for the prizes for that month. 


As soon as you receive your copy of the 
magazine, turn to this list and check off the 
names of your own suppliers. This entry 
blank will also give you the page numbers 
on which the advertisements of these manu- 
facturers can be found. Refer to these pages 
for the sales messages which your manufac- 
turers have prepared to help you sell more 
of their products. Then plan your own sales 
drive among your own customers and pros- 
pects on these lines—and get going. 


Keep a daily record of your own sales on 
each manufacturer’s products. At the end of 
the month add up your total sales for each 
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manufacturer and enter this amount, in dol- 
lars and cents, in the space opposite his 
name on the entry blank. Sign your name, 
tear out the page and give it to your sales 
manager or other qualified executive to be 
counter-signed. Then make certain that 
your report is mailed in time to reach the 
offices of ELECTRICAL WHOLESALING in Chi- 
cago by the 15th of the following month. 
Winners for January will be announced in 
the March issue, those for February, in 
April, etc. 


In announcing the names of the winners 
each month, no mention will be made of the 
amount of sales reported. Neither will the 
manufacturer’s line for which each prize is 
awarded be published. Thus, all reports 
submitted by the contestants will be held in 


strict confidence by ELECTRICAL \V HOLESAL- 
ING. 


Every wholesaler’s salesman has an op- 
portunity to win one or more cash prizes 
during the next six months, regardless of 
whether he covers a metropolitan area or 
travels a scattered territory. This is truly a 
national contest. Letters and telegrams al- 
ready received from wholesaler executives 
indicate their enthusiastic support. 


These contests also merit the support of 
each and every wholesaler’s salesman. They 
represent his opportunity to demonstrate 
to the entire electrical industry that the 
coordinated efforts of wholesalers’ salesmen 
throughout the country will be a most im- 
portant factor in bringing about a sales 
“Victory in 733.” 


RULES OF THE CONTESTS 


1. Separate contests will be held each month 
from January to June inclusive. 


2. Only the lines of those manufacturers 
whose advertisements appear in each 
issue of ELECTRICAL WHOLESALING will be 
elegible for prizes for that month. 


3. A cash prize will be awarded each month 
to the wholesaler’s salesman who reports 
the largest volume of sales of the products 
of each of these manufacturers. One prize 
for the line of each manufacturer; $10 if 
his advertisement is two-thirds of a page 
or more, $5 if it is one-third or one-sixth 
of a page. Lines of advertisers using less 
than one-sixth page will not be eligible. 


4. Each contestant can win only one prize 
in any one month. If a salesman is high 
man in the same month, on the lines of 
two or more manufacturers, he will be 
awarded the prize for the line on which 
his sales are greatest. The prizes for the 
other manufacturers’ lines on which he is 
also high man will go to the runner-up, 
or next highest man. 


. A salesman is ineligible to compete on 
any manufacturer’s line after he has al- 
ready won a prize on that line, but may 
compete in succeeding months on the 
lines of all other manufacturers on which 
he has not previously been awarded a 
prize. 


cn 


6. In case of a tie, the full cash prize will be 
awarded to all tying contestants. 


All salesmen of the authorized distribu- 
tors of each manufacturer are eligible for 
the prizes awarded on that manufactur- 
er’s products. 


N 


8. Each winner will receive, in addition to 
the cash prize, a “Victory” emblem in the 
form of a solid gold lapel button. 


9. Contestants whose reports indicate an 
outstanding sales performance, but who 
fail to win a cash prize, will receive a simi- 
lar “Victory” emblem which will be rec- 
ognized as a mark of achievement by 
their customers and associates. 
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Sales Policies Which 


Jeopardize the 


ers, wholesalers, utilities and contractors. While the 

sales of the first three members of this group may 
have diminished, because of adequate financing and eff- 
cient management, they are in a position to weather the 
the storm and push ahead to greater achievements. Thus 
all of the elements of the electrical industry are in a 
sound position with the exception of the contractor. 

The sudden cessation in the demand for wiring has 
left a large number of electrical contractors with only 
business enough available for a small percentage of them 
to show a profit. The result is that many contractors 
not realizing the possibility of 
selling good wiring, took the al- 
ternative of getting business at 
such low prices that competition 
was prohibited from electricians 
who do good wiring, render serv- 
ice to the public and include all 
costs in estimating a job. One 
might think that this situation 
would take care of itself through 
the elimination of the uneconomic 
dealers via the bankrutcy laws. 
Unfortunately there seems to be 
someone always ready to step in 
where another has failed and to 
carry on, using the same tactics. 
This has caused the public to re- 
gard this section of the industry 
with less respect and at the same 
time, low price instead of value, 
has been emphasized. 

Unfortunately, in too many 
cases, the smaller contractor, 
through lack of understanding of 
his own business affairs, has quoted prices which makes 
it impossible for a normal business man to compete with 
him. Not only does his very low price get the job but 
it tends to establish a general price level which the more 
reliable contractor has difficulty in overcoming. 

It appears, therefore, that it is necessary either to 
increase the total amount of business available to a point 
where everybody can make a profit or to reduce the 
number of contractors seeking a share of the amount of 
business now available. Perhaps efforts should be put 
forward in both directions, i. e., business stimulation and 
urging the uneconomic dealer to devote his attention to 
some field where he can make a better living and, at the 
same time, reduce the number of ineffective contractors. 

What are the reasons which have permitted a group 
of uneconomic dealers to become a predominating factor 
in our industry? I believe there are three of them. 

1. Lack or RESTRICTIONS SURROUNDING THE INDUS- 


Tes. electrical industry is composed of manufactur- 





G. D. Munger 


Contractor 


By G. D. MUNGER 


Secretary, Hudson Valley Electrical League 
Poughkeepsie, N. Y. 


Vv 


No material improvement can be expected in the 
electrical contracting industry unless whole- 
salers take the leading role and eliminate certain 
bad practices which are now far too prevalent 


TRY. Should you or I desire to become 
a lawyer, doctor, minister, or a mem- 
ber of most any profession, we would 
have to pass a rigid test as to our abil- 
ity and moral qualifications. Usually 
a man cannot hope to succeed in any 
of these professions without consider- 
able working capital. Contrast the re- 
quirements of a man entering the elec- 
trical contracting business—a pair of 
pliers and enough money to buy mate- 
rials for his first day’s work. 

2. Lack or Crepir ExcHAncE. The 
ability of the financially irresponsible 
contractor to secure credit is unfair 
to the reliable contractor. Any man 
who pay his bills promptly is financing 
his own worst competitors by dealing 
with a wholesaler who does not en- 
force fair credit rules. 

3. Lack oF MutTuAL UNDERSTAND- 
ING AMONG WHOLESALERS. There are 
certain fundamentals which any whole- 
salers should be willing to adhere to in soliciting busi- 
ness from the trade. Unfortunately in some localities, 
these unwritten rules are variously interpreted by dif- 
ferent wholesalers which throws the contractors into 
confusion. 


There are too many contractors, a large proportion of | 


whom do not have a good credit standing, do not under- 
stand the principles of good business management and 
lack in selling ability, but who have been encouraged and 
supported by wholesalers who extend them unjustified 
credit. No material improvement will be seen in the 
contracting industry unless the wholesalers take the 
leading role. Certain bad practices which are apparent 
with the wholesalers, as a whole, must be eliminated. 
They, as the suppliers of the contracting group, can 
assist in putting the latter section of the industry on a 
par with others in the following ways: 

1. CHoos—E CusTOMERS CAREFULLY. The total amount 
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of electrical goods sold and the profit for each wholesaler 
could be materially increased if the number of outlets 
could be reduced to a point where only efficient dealers 
formed the majority of our industry. Before this very 
desirable condition can be attained it will be necessary 
for the wholesaler to exercise considerable care in select- 
ing dealers. Be sure that the dealer is just as worthy 
to represent your interests as you are to represent the 
manufacturer. In addition to the dealer’s ability to sell, 
and his credit standing, his position in the industry 
should be considered. If he persists in unfair trade prac- 
tices he is a menace to the industry and, regardless of 
other favorable characteristics which he may have, you 
are jeopardizing your position as a wholesaler by selling 
to him. 

2. StricTLy ENFoRcE Fair Crepit Rutes. To a very 
large degree the right of a man to be in business may 
be determined by his ability to pay his bills. The nursing 
of weak accounts is merely prolonging the inevitable. 
The man who is habitually slow in the payment of 
invoices, throws an unfair burden on the dealer who 
is prompt or discounts. The more responsible element 
in the contracting group resents the ability of the irre- 
sponsible dealer to purchase materials from the same 
wholesaler at the same terms, discounts, etc. The result 
is that the dealer who is in a position to discount his 
bills either refuses to deal with the wholesaler who does 
not enforce his credit rules strictly or resorts to the 
tactics of his inferior competitor by slowing up his pay- 
ments, returning goods as unsatisfactory, fault-find- 
ing, etc. 

Max F. Burger, assistant com- 
missioner, National Plumbing and 
Heating Institute, Inc., and for- 
merly with the Anti-Trust Division, 
Department of Justice, makes the 
following statement, “A delinquent, 
or dishonest debtor, in most in- 
stances is either ignorant of sound 
business practices, or deliberately 
disregards them. He sells merchan- 
dise without a fair margin of profit. 

“He destroys a fair and stable 
market for such product. He tears 
down sound market structure result- 
ing in a price decline, not warranted 
by economic conditions. The ulti- 
mate result is reduction of wages, 
loss of purchasing power of the 
masses, business depression and 
panic.” Perhaps additional inducements for prompt pay 
could be substituted for the usual “2 per cent in 10 days” 
which in most cases does not represent a great deal of 
money. 

3. EXCHANGE CREDIT INFORMATION. It is not neces- 
sary for me to tell you of the great amount of good 
which may be accomplished through the exchange of 
credit information. However, there are many sections 
of this country where this policy is not in force. Dr. 
Klein, Assistant Secretary of Commerce, in a recent 
radio talk, made the following statement, “The old-time 
crabbed, suspicious merchant or manufacturer who 
waged lone-handed guerilla warfare would be overcome 
with amazement if he could witness today the candid 
interchange of opinion (even to ‘ledger experience’— 
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bias. 


issue. 


Tre author of this article is neither a 
wholesaler nor a contractor, yet he is 
daily in close contact with both groups. 
His views, therefore, should be without 


These remarks, which Mr. Munger de- 
livered last year before the National 
Electrical Credit Association, are espe- 
cially pertinent at this time in view of the 
present attitude of the National Electri- 
cal Contractors’ Association towards the 
wholesaler, as reported in last month's 


once the sacred, innermost secret of the merchant), the 
manifest present willingness to submerge petty self- 
interest in the common welfare.” 

4. CREATE A BETTER, MutuaL UNDERSTANDING 
AMONG THE WHOLESALERS. The present sales policy 
of many wholesalers and manufacturers has jeopardized 
the position of the responsible electrical contractor 
through failing to define those firms qualified to buy at 
wholesale prices. Some agreement should be reached by 
the wholesaling branch of the industry as to: 

First—The qualifications necessary to permit a firm 
or individual to buy at wholesale discounts. 

Second—An interpretation of those industrial ac- 
counts which should be considered a part of the whole- 
salers’ field of operation. 

5. PARTICIPATE IN PROMOTIONAL ActTivitTigs. I can 
readily understand some wholesalers feeling that, if all 
the suggestions I have made were accomplished, the con- 
tractors would rest easy, feeling that they had the situa- 
tion well in hand. In order to prevent this possible 
reaction, the wholesalers should offer more practical 
assistance to the dealers. It is not enough merely to 
sell them the materials they need. They should be shown 
how to merchandise their services and equipment. The 
wholesalers should take a greater interest in the man- 
agement of the dealers. Their sales activities should 
be arranged and executed with the assistance of the 
wholesalers. The old “cut and dried” methods of doing 
business are obsolete. Get closer to the dealer and take 
a more personal interest in his business. Margins of 
profit should be so arranged 
that the dealer can afford ag- 
gressively to push the sale of 
goods. Finally, subscribe to 
the budgets of those electrical 
leagues which are trying to ex- 
pand the electrical market. 
The business development pro- 
grams of most leagues have 
been marked with distinct suc- 
cess. In most cases, however, 
they have not received the 
support which they deserve 
from manufacturers and 
wholesalers. 

In conclusion, it would not 
be right if I did not mention 
two movements initiated by the 
wholesalers, which _ should 
prove of great merit. 

The National Electrical Wholesalers Association has 
secured final approval of its Trade Practice Rules by 
the Federal Trade Commission. This is a decided step 
in the right direction, it defines fair trade practice. 
These rules should be widely circulated and enforcement 
methods promptly instituted. 

The. Electrical Credit Associations have greatly 
assisted in stabilizing both sections of the industry by 
the exchange of credit information and general discus- 
sions, which have led to the adoption of fair credit poli- 
cies by member wholesalers. It is difficult to exaggerate 
the amount of good which these organizations are doing 
and with the continuance of this type of work, we may 
see the contractors raised to the level of other highly 
respected industries. 
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The New Role 


O 


By W. R. HERSTEIN 


President, Chamber of Commerce 
Memphis, Tenn. 


e "No industry possesses brighter, more aggressive or 
more adaptable salesmen than that of the electrical sup- 
ply wholesaler. Surely, it is not beyond his ability to add 
to his usefulness the role of counselor on retail sales" 


actively engaged in the business of elec- 

trical wholesaling it was my consistent 
complaint that the position of the electrical re- 
tailer was not receiving at the hands of the 
industry the consideration which its impor- 
tance demanded. The lapse of years has not 
caused me to revise my opinion. I still be- 
lieve that the interests of the contractor- 
dealer and the electrical supply wholesaler are 
identical. While the wholesaler’s salesman 
still religiously includes non-electrical custom- 
ers in his calling list, he finds this a most dif- 
ficult class of business to control satisfactorily 
and with profit to his house. The average 
hardware dealer consistently refuses to buy 
at regulation discounts, is not loyal and has a strong lik- 
ing for off-brand makes. The department store’s over- 
head is so enormous that the discount the wholesaler 
can usually offer him is inadequate, besides which he has 
a habit of disregarding nationally advertised prices. This 
is disconcerting to the wholesaler’s other customers and 
embarrassing to the wholesaler himself. The chain store’s 
buyer is usually located in a distant city and not easily 
accessible. Central station business, while easier to 
handle, usually goes to the manufacturer direct, due to 
the intense competition among manufacturers for a 
customer whose purchasing power attains the enormous 
proportions of the holding company. 

It seems clear to me, therefore, that the wholesaler’s 
best interest lies in developing the contractor-dealer as 
a satisfactory outlet. New factors have recently entered 
into the picture and the scene is no longer what we 
have been accustomed to. With the practical cessation 
of building programs and high line construction, the 
wholesaler’s merchandising lines must be more heavily 
depended upon. This is also the case with the contractor- 
dealer. The need for mutuality of effort is clearly 
indicated, and although the wholesaler’s margin of profit 
covers little more than the cost of warehousing, shipping 
and accounting, his salesmen must perforce now become 
something else, if the possibilities of contractor-dealer 
outlets are to be properly developed and this business 


[D sive the quarter century that I was 
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W. R. Herstein 


the Wholesaler's Salesman 


is to be enjoyed by the wholesaler. 

No industry possesses brighter, 
more aggressive, or more adapt- 
able salesmen than that of the elec- 
trical supply wholesaler. The 
range of his technical and prac- 
tical knowledge is little short of 
amazing. Surely it is not a task 
beyond his ability to add to his ver- 
satile usefulness the role of coun- 
selor on retail sales. In this period 
of dullness in the movement of con- 
struction materials, he has ample 
time to add to his well-nigh uni- 
versal store of knowledge the 
rudiments of store-arrangement, 
counter-display and window-dress- 
ing. Much of this has already 
been included in his education, 
thanks to the foresight and gen- 
erosity of certain specialty manu- 
facturers and particularly to the 
makers of incandescent lamps. In 
his journeyings from city to city 
and store to store, he has oppor- 
tunity for the acquisition of prac- 
tical knowledge not taught in 
books, and which he can impart to his dealers. 

Furthermore, the house itself might well create a 
department for this purpose and see that the information 
and experience gained by each individual salesman shall 
be collated and edited into such shape that every salesman 
shall become a finer expert in retail merchandising and 
every customer shall the more easily have access to this 
general aggregate of knowledge. 

Experts in store-arrangement and its accompanying 
details are easily available to chain store managers. Such 
help can only come to the independent dealer from the 
manufacturer and the wholesaler. The manufacturer 
must recognize that his task is not completed when his 
goods have reached the wholesaler, just as the whole- 
saler must understand that he is not through when his 
shipment goes to the retailer. The sale is not complete 
until the article reaches the consumer, and its consum- 
mation is the joint responsibility of all three. 

I appreciate fully that all this is asking the wholesaler 
to engage more seriously in a task which he has hereto- 
fore considered only lightly—to undertake, in fact, a new 
major activity. I would recommend that not only indivd- 
ual wholesalers give thought to the idea, but that it be 
studied by various regional groups and be deliberated 
upon in the councils of the respective trade organizations. 





*From an address delivered before the National Electrical Contractors 
Association at Kansas City, October 12. 
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CERTAIN wholesale house once 
A boasted a territory that had never 

paid for the expense of sending a 
salesman into it, but for several good rea- 
sons, the house would not think of abandon- 
ing the territory. 

For one thing, it was a good training 
ground for rookie salesmen material. It 
made them appreciate good territory when 
they got it, later on. And, also, it gave them 
first hand knowledge of weaknesses of the 
sales craft. 

The electrical dealers within this territory 
were what are known as Good Fellows. 
They always managed to save some little 
order for every wholesaler’s salesman. Of 
course, there was some danger here, in ex- 
posing a budding salesman to the order-tak- 
ing habit, but this was compensated for by 
close supervision when a man hit his stride. 

Further, the house expected that some day conditions 
might change. And, if that time ever came, the house 
would be well and favorably known, and have at least 
an even chance for good business. But, in the mean- 
time, salesman after salesman had gone into the terri- 
tory, and came out of it with little more than experience. 

Then, one day, a young fellow who had served his 
time behind the counter, was sent into the minus terri- 
tory for baptism. His name was Jack Allenby. He 
quickly fitted into the groove of life among the dealers, 
and his small orders came into the house with regularity, 
to be filled and forgotten. 

At the end of the first six months period, the sales 
department tabulated sales totals of all salesmen. The 
completed tabulations were laid before the sales manager 
by his assistant, and then the fun started. 

The sales manager studied the totals. He gasped and 
looked again. Then, he got mad and blew up, kicked 
back his chair and fairly leaped to his assistant’s desk. 

“Say!” he bellowed. “What are you trying to do— 
kid someone? Total up Allenby’s sales again, and give 
me the correct figures!” 





"All | did," said Jack, "was to sell them something more each time” 
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A Cub Salesman 


W ho Came Through 


By WILLIAM P. COLEMAN 


When Jack Allenby was taken out from behind the 
counter and turned loose in a territory reserved for 
training rookies it wasn't long before he showed the old 
timers a few things about selling 


An hour or so later, the assistant again placed the 
original tabulations before the sales manager, and said, 
“T’ve checked all his orders again, and this is correct 
to the penny.” 

The sales manager again studied the sheet, and for 
the first time noticed a steady monthly increase in AlI- 
lenby’s sales. Here was a man in sixth place, when by 
all rights his territory should have pushed him down to 
the tail end of the list! 

Together with his assistant, the sales manager checked 
over the sales department carbons of Allenby’s orders, 
day by day and week by week. For the first few months, 
the orders had cost more to fill than they were worth, a 
usual condition in that territory. 

Then, they turned up an order that contained an odd 
item—an order for solder! As they continued, every 
order listed solder! Then friction tape was added to 
the orders, and then something else, and always they 
were small, profitable items. Other things were gradu- 
ally added, but never an item was dropped! 

“Say, that fellow’s working a miracle!” said the sales 
manager, somewhat mystified. “How about his collec- 
tions, are his accounts up to scratch?” 

“Collections are 100 per cent,” the assistant 
reported back, a few minutes later. “The credit 
manager says his oldest account is less than 30 
days old. He said that Allenby is keeping credit 
clean, and that the territory was never before in 
such sound condition.” 

“Well, I’m just going to call him in, and find 
out what he’s doing. Miss Anderson, please take 
this wire to Allenby! No, by gosh, he’s too 
good to call in. I’m leaving tonight for a visit 
with him!” 

Allenby was surprised to find his boss pop up 
in his territory, and he couldn’t imagine what 
was responsible for the visit. It was only after 
the sales manager sketched the previous condi- 
tion of the territory, and explained wherein Al- 
lenby’s orders differed from those of his fel- 
lows, that the salesman tumbled. 


So Jack opened up and told his chief all 
about it, how he had worked out a simple plan 
that brought him orders. (Turn to page 16) 





Practical suggestions for unusual holiday lighting effects which the 
wholesaler's salesman can pass on to his contractors and dealers, thus 
stimulating his sales of lamps, floodlights, reflectors and wiring materials 


Decorative Lighting Becomes 
Electrical Merchandise 


By 
DEAN M. WARREN 


Engineering Dept., General Electric Co., 
Nela Park, Cleveland, O. 


The dealer should lead the way. The 
illustration at the right suggests a deco- 
rative treatment which he can use for his 
own store and which employs many of 
the new principles of decorative lighting 











HE festive spirit of the 
T retin season and the gay 

atmosphere of gala events 
live largely in the costume of 
sparkling colorful lights. These 
are emblematic of life and 
gayety and joy abounding. In 
the past, our decorative light- 
ing has taken the form of fes- 
tooning with strings of colored 
lamps. It might.be termed the 
“festoon era.” Today, how- 
ever, there is an almost un- 
conscious transition from mere 
light into an era of “Light for 
Beauty.” The ever-spreading 
community activities in out- 
door Christmas decoration is 
testimony to this fact. People 
are coming to appreciate light 
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A varicolored Christmas tree adaptable in size to 
interior or exterior displays. Flitter on the surface adds 
sparkle to the lighting effects and improves daytime 
appearance. Intermittent flashing of various circuits 
provides wide variety. A small model is illustrated be- 
low, together with an arrangement of lamps 


more and more for its 
sheer beauty and fasci- 
nation. This application 
has been augmented by 
the floodlighting of build- 
ings and monuments. 
To tap the waiting 
market successfully, the 
electrical dealer must not 
only be a merchant of 
materials but of ideas as 
well. He should be in a 
position to suggest to a 
potential customer a dec- 
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orative treatment that will give maximum effectiveness 
for the amount of money which the customer thinks he 
can spend for festive lighting. He might possibly have 
prominently displayed in his store photographs or line 
drawings of homes showing different festive treatments. 
These drawings should preferably be in color to make 
them more attention-compelling and realistic. 

This year the dealer will need more ingenuity and 
sales technique than formerly if he is to succeed in his 
festive lighting program. New materials and suggested 
arrangements for these materials are necessary to suc- 
cess. Many people will continue to buy the conventional 
festooning ; the dealer, however, should be able to offer 
something new. 

Superposed color elements in tree, flower and star 
shapes are new and have especial value in festive decor- 
ations. These elements permit a large range in size. 
Projection equipment is usually required for the larger 
displays which may be mammoth in scope. 

This new design principle makes it possible to utilize 
the increased effectiveness of contrasting colors when 
placed near together. Variety of texture, enhanced by 
luminosity and reflection characteristics of various sur- 
faces used, and patterns sharpened or softened, shrink- 
ing and swelling with change in the relative brightness 
and color of the superposed surfaces. 

Although white surfaces or those of neutral tone pro- 
vide complete flexibility of light coloration, paint may 
be applied to produce an appropriate daytime appearance 
providing it is so selected and so applied that the de- 
sired hues are obtained from the colored lighting. 

The lighting equipment ranges in scale from the 
smallest bare lamps to large projectors and multiple 
circuits, depending upon the scale of the display and 
whether the light is to be fixed or mobile. 

Christmas nativity scenes are realistic and impressive 
when presented in four planes painted in colored light. 
Such pieces are easily made for small-scale home decor- 
ation, with S-11 lamps concealed behind each plane to 
supply the light. 

In his search for the new and novel, the dealer will 
discover many unusual and modern treatments that are 
appealing and at the same time inexpensive. Lacquered 
muslin, for instance, when appropriately decorated with 


mas symbol. 
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Luminous decorations of 
this type may be made 
with any chosen Christ- 
In this 


case the poinsettia was 
painted red and lighted 
by a single red lamp as 
illustrated below 
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Luminous pylons, inexpensively made of wood or metal 

frames, covered with lacquered muslin add holiday atmos- 

phere to estates and grounds. Lighting is accomplished 

simply by a single line of lamps within. Gradations of 

colored light or designs on the translucent faces provide 
the decorative effects 


scenes or designs makes an excellent translucency and 
may be smoothly illuminated by lamps properly spaced 
behind it. Temporary pilasters, pylons, inexpensive 
signs and luminous elements on wood or metal frames 
may be made in this same manner. The treatment might 
also be used for the moon and stars, where soft lighting 
effects from concealed sources are desired. 

And then, there are lamp studded shapes that may 
be used to form a variety of artistic designs. The lamps 
are exposed, and in most cases colored lamps should 
be used. The shapes are formed of heavy wire, and 
have the sockets attached to them. 

Artificial holly garlands are also available for indoor 
use. The lamps in series are evenly spaced through the 
six-foot length. These garlands are appropriate for fes- 
toons, wreathes and border decoration. Add floodlight- 
ing and the conventional festooning to this group of dec- 
orative and festive materials, and the dealer has a wealth 
of merchandise to tap a waiting and fertile market. 

While the Christmas season is particularly favorable 
for the sale of decorative lighting, it should not be con- 
sidered the only time for sales effort. More and more, 
as we make it easy for people to use lighting decorations, 
and as more simple and easily installed devices 
come on the market, the field for decorative light- 
ing will grow. Stores will herald their anniver- 
sary sales in Light; banks, schools and public 
buildings will decorate for all holiday occasions ; 
hotels and amusement houses will radiate their 
hospitality to convention visitors. And even the 
householder will find that the materials she has 
bought for her Christmas display will serve for in- 
teresting party decorations in and about the home. 

We are just beginning to sense the vast mar- 
ket that is opening up in the decorative field. The 
electrical dealer should be aware that it is his 
legitimate market and be alert to see that this bus- 
iness comes to him by virtue of his ability to 
render the most satisfactory service in compari- 
son with other trade channels which may show 
considerable response and aggressiveness in ex- 
ploiting this wide field of decorative lighting. 
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We Believe That— 


Wholesalers and Distributors Should 


1. Economize:—by maintaining strict credit policies, 
adopting budgetary control and eliminating from 
their operations all wasteful practices. 

2. Localize:—by confining efforts within that territory 
which can be served at a profit and by cooperat- 
ing in the solution of local problems through local 
wholesaler associations. 

3. Specialize:—by concentrating sales efforts on se- 
lected markets, commodities and accounts. 

4. Advertise:—their services and their commodities 
consistently to their trade. 

5. As an industry:—adopt uniform accounting methods 
and uniform cash discounts, undertake distribution 
cost studies and promote a better appreciation of 
the services rendered by wholesalers. 


Utilities Should 


6. Recognize wholesalers as their logical source of sup- 
ply for both wiring materials and appliances. 

7. Adopt merchandising practices which do not deny 
other branches of the electrical industry an open 
market for the sale of incandescent lamps, domestic 
appliances, ranges, radio, refrigeration and all other 
electrical appliances and equipment which is no 
longer in the pioneering stage. 


An Appalling 
Situation 


OT only has the cost to the wholesaler of unjusti- 

fied credits extended to irresponsible electrical 
contractors reached alarming proportions, but a situ- 
ation has been created which seriously jeopardizes the 
very existence of the responsible element of the con- 
tracting industry. 


On page 40 will be found a statement by Laurence 
W. Davis, general manager of the National Electrical 
Contractors Association, which cites the conditions in 
the northwest. We heartily endorse the conclusions 
which Mr. Davis draws in the last three paragraphs of 
his editorial. They merit the careful consideration of 
every executive, credit man and salesman in the elec- 
trical wholesaling field. 

The entire subject of wholesaler-contractor relations 
was recently discussed by G. D. Munger before the 
National Electrical Credit Association in an exception- 
ally lucid manner. An abstract of his address appears 
on pages 8 and 9. It has a direct bearing on Mr. 
Davis’ observations. 

The electrical contractor has always been and, we 
believe, always will be the most important customer 
of the electrical wholesaler. As he lives and prospers 
so will the wholesaler. The interdependence of these 
two major branches of the electrical industry cannot 
be denied. 

There is an imperative need at this time for a local 
credit group in every trading area. Its objective should 
be the restriction of credit to only those who, from 
every test, represent sound risks. These groups should 
work closely with both the N.E.W.A. and _ the 
N.E.C.A., as Mr. Davis suggests. 

At its Buffalo convention the N.E.W.A. authorized 
the appointment of a committee to discuss with the 
N.E.C.A. matters of common interest to the two asso- 
ciations. The findings and conclusions of this forth- 
coming conference should have a direct bearing on this 
problem. A report of progress will be anxiously 
awaited by wholesalers and contractors alike. 


v 


Merchandising 
the Wholesaler 


HE adoption of a statement setting forth “The 

Electrical Wholesaler’s Position in the Industry” at 
its recent convention in Buffalo undoubtedly comprised 
one of the most important actions ever taken by the 
N.E.W.A. 

This Declaration, which was printed in full in ELec- 
TRICAL WHOLESALING for November, has already 
aroused tremendous interest. The N.E.W.A. has sent 
copies to the national associations which represent the 
other branches of the electrical industry and, through 
the columns of the trade magazines serving these other 
branches, the Declaration has been carried to the indi- 
vidual members of these groups. Business papers serv- 
ing other industries have also carried the story as an 
example of an outstanding trade association accomplish- 
ment. Electrical manufacturers have requested reprints 
of the Declaration for distribution among their field 
representatives. 
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The National Electrical Contractors Association, we 
understand, already has under consideration the prepa- 
ration of a similar declaration which will set forth the 
electrical contractor’s conception of his position in the 
industry. 

This Declaration has but one purpose, to assist the 
electrical wholesaler in merchandising his own services 
to his own customers. The splendid work of the N.E. 
W.A. in preparing this statement will be of no avail 
unless it is aggressively merchandised by each whole- 
saler in his own community. No effort which the whole- 
saler can put forth at this time offers greater possi- 
bilities. 

The time has come when electrical wholesalers, both 
individually and collectively, must merchandise their 
services just as they merchandise the electrical goods in 
their warehouses. This not only can be done but it 
actually has been done. How the wholesalers of New 
York State successfully sold the value of their services 
is told on page 24 of this issue. 

The N.E.W.A.’s Declaration affords every whole- 
saler an opportunity to likewise merchandise his own 
services, not only to his utility but to his contractor, 
dealer and industrial customers, and to his supplying 
manufacturers as well. We suggest that he not only place 
a copy of the Declaration in the hands of each and 
every one of his customers, but that he sit down and 
discuss it with them, interpreting it in terms of his own 
organization and his own services. And, if there is an 
electric league in his community, why not see that every 
league member receives a copy and then arrange to 
have the Declaration brought up for discussion at the 
next meeting of the league? 

Reprints of the Declaration, as it appeared on page 
7 of last month’s issue of ELECTRICAL WHOLESALING, 
are available to every electrical wholesaler for such dis- 
tribution in his own territory. 

The electrical wholesaler has boldly declared himself. 
The next step is to follow through and do this mer- 
chandising job which will secure for him a prestige 
even greater than that which he now enjoys in the 
electrical field. 


Fewer and 
Larger Accounts 


N his remarks before the recent meeting of the Lake 

Michigan Club in Chicago, J. F. O’Keefe, secretary 
of the Chicago Association of Credit Men, stated that 
the profits which are made in the next ten years will 
come, not from higher prices, but from savings in 
waste. 

The electrical wholesaler, during the past two years, 
has been compelled to eliminate most of his wasteful 


practices in operation. He has reduced personnel, 
rearranged duties, revamped his delivery service and 
tightened up on his credits. While continuing to keep 
his operating expenses at a minimum, he must go much 
further if he would secure his entire profits from his 
savings in waste—he must stop selling his unprofitable 
accounts, 


There are hundreds of thousands of these unprofit- 
able accounts on the books of electrical wholesalers 
throughout the United States. They are unprofitable 
for many reasons; their requirements are too small to 
show the wholesaler a profit, they buy from several 
wholesalers when they have only enough business to 
make their account profitable to a single source of 
supply, they are small order buyers who demand a 
retailing rather than a wholesaling service, they are 
slow pay and doubtful pay, they are not progressive 
and cannot be expected to develop into larger accounts, 
and so forth and so on. 


Which accounts are these that undoubtedly represent 
the greatest waste in electrical wholesaling today ? They 
are: (1) the small, irresponsible contractor, the wire- 
man who starts in business with only his tools, without 
financial resources and without either business knowl- 
edge or business ability, the man who takes work away 
from the wholesaler’s profitable customer, the respon- 
sible: electrical contractor; (2) the small industrial 
plant whose electrical requirements are small, the plant 
that is not justified in maintaining its own electrical 
department and which should logically be served by the 
industrial electrical contractor; (3) the retail dealer 
who never will develop into a profitable electrical out- 
let because of the location of his store, his lack of mer- 
chandising ability, financial weakness or lack of stand- 
ing in his own community. 


Self preservation requires that the wholesaler drop 
all such accounts which are not and never will earn 
him a profit. If his competitor continues to sell them 
he is only draining his own financial resources by 
doing so. 


And so, as we see it, the policy of the wholesaler 
and of his salesmen, from this time forth, must be one 
of concentrating efforts on those accounts which are 
profitable or which, by every test, give evidence that 
they are capable of development into profitable ac- 
counts. As Mr. Herstein told the electrical contractors 
at Kansas City, the wholesaler’s salesman, in addition 
to his other responsibilities, must assume the role of 
merchandising counselor to his customers. He must 
become so close to each customer that he automatically 
receives the principal share of that customer’s business. 
He will have fewer customers but they will be profit- 
able customers, they will be accounts that will grow. 

Strict adherence to a policy of fewer and larger 
accounts will go far to eliminate waste and_ build 
profits for electrical wholesalers in 1933. 
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SERVING THE EXECUTIVES AND SALESMEN OF ELECTRICAL WHOLESALERS AND SPECIALTY DISTRIBUTORS 


A Cub Salesman Who Came 
Through 
(Continued from page 11) 

“You know,” he said, these deal- 
ers out here are Good Fellows, 
and they’ve just about made good- 
for-nothings out of the wholesaler’s 
salesmen. Why, when I came out 
here, some of these salesmen wouldn’t 
even ask for an order! They had got- 
ten to depend on the dealer to save 
something for them, and also to see 
that they didn’t forget to take it along 
on the way out! 

“Under existing conditions, I 
couldn’t see where I stood to get any- 
where, and I began to study the lay 
of the land. One of the things I no- 
ticed was the scarcity of calls for 
soldet, and I knew very well that 
solder is profitable to the house. 

“Then and there, I determined that 
every good-will order saved for me, 
would carry a solder item. And the 
solder went good. Then I discovered 
that the dealers were using any old 
friction tape, so I added friction tape 
to every order. All I did was to sell 
them something more each time, and 
that’s all there is to it.” 

The sales manager fairly beamed. 
“Yes, that’s all! That’s all. But, 
you’ve sold more solder and friction 
tape in the last three months than all 
the other salesmen put together! 
You’ve sold more small, profitable 
items than we’ve moved in ages!” 

“Well, I had to sell something,” 
Allenby modestly said. ‘There 
hasn’t been a great deal of construc- 
tion out in this neck of the woods, 


but there is a strong movement on 
for modernizing old houses. It is 
picking up right along, and perhaps 
a little later I’ll be able to send in 
some real wiring orders.” 

“Boy, I wonder what you'll do 
when we put you into a good terri- 
tory!” And the sales manager 
grinned. 

“What’s wrong with this one? I 
don’t want to be shifted, now that a 
few of the wholesalers are pulling 
their salesmen out. I can double my 
sales in the next six months, and 
after things get moving right smartly, 
I’m going to make me some good 
money out of this territory.” 


Vv 
The High Cost of Competitive 
Bids 
(Continued from page 5) 

“It never occurred toithis concern that 
better and not cheaper goods might 
be a real economy, or that the engi- 
neer is a pretty good judge of values. 
Moreover the engineer resents this 
attitude as a reflection on his ability 
or honesty. Our firm and others get 
around this ruling by meeting the 
engineer when he goes out at noon 
and taking him to lunch. Improved 
devices are then explained and if the 
engineer is convinced of their super- 
iority he makes the welkin ring 
around that plant complaining about 
the need for this item. 

“The main office purchasing de- 
partment is another problem for we 
distributors who are trying to make 
a living and at the same time reduce 
overhead for the advantage of the 
customer. A large corporation with 
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it was like turning loose 60 small boys. 


"Going Back to Work" Campaigners Take Holiday: 





Celebrating the successful 
completion of their “going back to work” campaign on major appliances, the sales- 
men of the Utah Power and Light Co. of Salt Lake City joined with the Frank 
Edwards Co., General Electric appliance distributors, in a 30-mile trip to Big Cot- 
tonwood Canyon for their fourth annual “Ham and Egger” outing on August 20. 
When the men arrived up in the mountains, at an altitude of approximately 8,000 ft., 


The big event of the day was the camp 


fire, around which the men, through the entertainment, show, and “Dam Foolery” 


committees did their stuff. 


a plant here in town asked us for a 
price on some goods. We gave it, 
and this information was forwarded 
to the main office. They said they 
could buy for less and proceeded to 
do so. The goods were f.o.b. the 
town in which the main office was 
located. Freight was paid. Then as 
the trucks of this plant were busy 
with their regular work and as the 
goods were urgently needed, a dray- 
man was hired to deliver the goods 
from the freight depot. When all 
charges were paid the cost of the 
goods ran 20 per cent above our price 
to say nothing of the cost of delay 
in getting much needed goods. 

“This order would have repre- 
sented a profit to us and would have 
helped in reducing the cost of doing 
business with this firm. Occasional 
sizable orders of this kind would 
make it possible for us to make a 
profit from this account. 


“Now we do not ask any firm to 
give us business merely because we 
want it. But the fact that we se- 
cured only emergency items from 
this concern forced us to close that 
account. The customer will admit 
that we are very useful in filling 
small emergency orders, but it is im- 
possible for us to give a firm two or 
three dollars of a salesman’s time, 
and a dollar’s worth of our shipping 
and delivery department’s time all 
for the sake of a two-dollar order. 
Were we to get the larger orders 
from this firm we could occasionally 
afford to send out small orders at a 
loss, but not otherwise. We will 
however, take their telephone orders 
on a minimum volume basis or sell 
them any amount over our counters. 


“Of course the majority of firms 
and purchasing agents are intelligent 
and reasonable or we would not be 
able to remain in business. But some 
firms will continue as before to em- 
ploy a large office staff to send out 
price inquiries and spend five dollars 
in order to buy 20 cents worth of 
fuse links. Some, too, will continue 
to demand the right to accept quota- 
tions on individual items making up 
an order and reject others thereby 
increasing shipping charges. 

“But as for us we are going to 
concentrate on customers whom we 
can serve at a profit to ourselves. 
And through full cooperation, these 
firms will receive service and value 
that would be astonishing to others 
which have bound themselves help- 
less in red tape purchasing.” 
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A Plan to Modernize the 


American Kitchen 


A fleet of Kitchen Coaches develops prospects for 
General Electric distributors and dealers. Then a well 
equipped Kitchen Institute provides these prospects 
with sketches showing how their own kitchens can be 
modernized with fully automatic electric appliances 


5S part of its merchandising plan to educate the 

American housewife to the appreciation of the 

All-Electric Kitchen the General Electric Co. 
has recently ordered a fleet of completely equipped 
Kitchen Coaches. 

The new Kitchen Coach, with its modernly designed 
exterior, carries a model 1933 dream kitchen scientific- 
ally designed to lighten the work of the average house- 
wife. All the electrical appliances are so placed as to 
permit a maximum flow of work with an absolute 
minimum of effort. 

The kitchen provides, first of all, the electric refrig- 
erator for efficiently refrigerating food, also the auto- 
matic electric range with which to prepare that food. 

All working surfaces in these new coaches and all 
food mixing devices are placed in position with relation 
to the electric refrigerator and the range to the end 
that the minimum amount of effort is required to pre- 
pare a complete meal. Kitchen cabinets in the coach 
are built under, over and to the side of working sur- 
faces and appliances in such a manner that they provide 
storage facilities within easy reach. 

The dishwasher, an innovation in monel metal work- 
ing surfaces, is an integral part of the sink and is so 
situated that the washed and dried dishes may be put 





away in their cabinets with ease. 

This 1933 “dream kitchen on 
wheels” is an example of perfect 
kitchen illumination. Through the 
facilities of the research labora- 
tory at Nela Park, a new sys- 
tem of brilliant lighting without 
glare, has been developed. This 
new system, known as_ Soffit 
Lighting, is of such a nature that 
the entire ceiling, walls, working 
surfaces and floors of the kitchen are flooded with light, 
and yet there is a marked absence of shadows. 

The Kitchen Coach, according to some of the nation’s 
foremost economists who were called into consultation 
when it was designed, is expected to make unusual 
strides in educating the American housewife to the 
appreciation of a scientifically designed and electrically 
equipped kitchen as an important part of the modern 
home of today. 

In addition to the appliances already mentioned, the 
Kitchen Coach carries a monel metal sink, an electric 
exhaust fan, electric clock, toaster, percolator, waffle 
iron, flat-plate ironer, washing machine, radio, sun lamp, 
vacuum cleaner and other small table appliances. The 
coaches are also equipped with planning desks. 

Before the order for this fleet of Kitchen Coaches 
was placed, the first such coach was sent into the field 
and used for six months by General Electric refrigerator 
and range distributors as a test. This test proved so 
successful and brought such a tremendous increase in 
sales of complete kitchens, refrigerators and ranges and 
other kitchen appliances that it was decided to adopt 
this traveling display as standard sales equipment for 
General Electric distributors. 

During the six months test period, more than 100,000 









Within six months, over 100,000 persons 
passed through one of these display coaches 
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persons passed through the display coach, and 
thousands of fine prospects were obtained. Of these 
prospects, several hundred have since been sold. 

“The Display Coach aroused unusual interest in 
every city, town and hamlet we visited,” declared 
the operators. “It gained an unusual amount of 
publicity and proved a tremendously powerful 
advertising medium for the dealer, distributor or 
utility wherever we were.” 

So definite is the trend to modernize the American 
kitchen with fully automatic 








electrical appliances that at the 
present writing the General 
Electric Kitchen Institute at 


5600 W. Taylor St., Chicago, part of the sink 


The dishwasher, an innova- 
tion in monel metal work- 
ing surfaces, is an integral 


Ill., is literally swamped with 
sketches of present kitchens for 
redesigning. This planning serv- 
ice is available to the public at 
no cost. 


v 


A new lighting system, de- 
veloped at Nela Park, 
eliminates both glare and 
shadows 


When the sketch of a pros- 





pect’s kitchen is received the 

flow of work in preparing and cleaning up after a 
meal is studied carefully in relation to the present 
doors, walls and floor space, as will be shown in 
the sketch. From this point on is developed in col- 
ored architectural drawings a complete picture and 
specifications as to how the All-Electric Kitchen 
will look in the prospect’s home after completion. 
In addition, a liberal finance plan is available. 

The average investment in a modern and auto- 
matic All-Electric Kitchen, completely installed, is 
approximately equal to the cost of the average 
family’s automobile. 

Distributors who have already put these Kitchen 
Coaches at work in their territories report excellent 
results. The National Electrical Supply Co., Wash- 
ington, D. C., has already secured orders for 64 
complete electric kitchens and is selling on an aver- 
age of one out of every three new homes under 
construction in its territory. E. B. Edmundson, dis- 
tributor at Houston, Tex., reports an average daily 
attendance of over 200 with 








average sales of better than two 
a day. 

In Milwaukee the E. H. 
Schaefer Corp. staged a “dedi- 
cation” of the Kitchen Coach in 
front of the Milwaukee County 
court house. Representatives of 
the local electric cookery coun- 
cil and of the Federation of 
Women’s Clubs participated in 
the program. 

W. D. Alexander, Inc., At- 
lanta distributor, held similar 
dedication ceremonies at the At- 
lanta Athletic Club. The affair 


The investment in the all- 
electric automatic kitchen 
approximates that in the 
average family automobile 


v 


Washing and ironing ma- 
chines, exhaust fan, toaster, 
percolator, waffle iron, 
clock, radio, sunlamp and 
vacuum cleaner are in- 
cluded, as well as the re- 
frigerator and automatic 
range 





was attended by Preston S. Arkwright, chairman of 
the National Electric Cookery Council and by rep- 
resentatives of the Georgia Power Co. At this meet- 
ing Mr. Arkwright said in part: “As typified by 
this traveling sales coach, the science of electricity 
proclaims a new all-electric kitchen as the out- 
standing modern electric development of today.” 
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Who is at Fault— 


Wholesaler or 


When wholesalers fail to move table appli- 
ances the cause of the trouble can usually be 
traced to the policies of the manufacturer 


By H. L. SAMUELS 


Vice-President in Charge of Sales, 
Samson-United Corporation 
Rochester, N. Y. 


IKE many other manufacturers we 
| formerly believed that our responsi- 

bility ceased when we had filled a 
wholesaler’s order and had received his 
check in payment. If the wholesaler was 
unable to move the merchandise that was 
just his hard luck. Perhaps, if he com- 
plained loudly, bitterly and frequently 
enough we would send a missionary man— 
one of the high-pressure salesmen—into his 
territory for a few days. 

Invariably, this man only made matters worse. He 
merely transferred the troublesome stock from the 
wholesaler’s warehouse on to the shelves of his dealers 
and there it lay. Then the wholesaler, seeing his own 
stock moving out, would immediately buy more. As a 
result the wholesaler was still loaded and his dealers 
were loaded as well. 

Obviously, something was radically wrong with such 
a policy which only served to dam up stocks of mer- 
chandise instead of moving goods on to the ultimate 
consumer. Therefore, we recently conducted an ex- 
tensive survey among wholesalers and dealers in both 
the electrical and hardware fields. We wanted to find 
out, if we could, just why these outlets were not doing 
the kind of a job we had been expecting of them. 

Our studies convinced us that the responsibility for 
such conditions lay for the most part, not with the 
wholesalers and dealers as we had supposed, but with 
ourselves, the manufacturer. 
gins, loose sales policies, too broad a line, obsolete styles, 
high retail prices and lack of planned selling, these were 
the things which we found were wrong with the small 
appliance business. We also found in every case that 
the power of correcting the situation rested mainly with 
the manufacturer. 

Among other things our survey showed that the 
wholesaler was not making a net profit on small appli- 
ances. In some cases he himself was to blame because 
he displayed a weak spine and allowed his dealers to 
chisel off a fair slice of his gross margin, thus leaving 
him with less than enough to cover his overhead ex- 
penses. In most cases, however, the fault clearly lay 
with the manufacturer, and for various reasons. 
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H. L. Samuels 


Inadequate profit mar- 


Manufacturer? 


In many territories too many dis- 
tributors were selling the same line to 
the same class of dealers. The logical 
result was a competition among these 
wholesalers so keen that it invited 
price concessions which entirely wiped 
out the wholesaler’s net profit. To rem- 
edy this situation manufacturers must 
exercise more care in the selection of 
their distributors and especially they 
must avoid granting a distributor’s 
franchise to any wholesalers who are 
known to be habitual price cutters. 

Our investigations also revealed 
that many wholesalers were carrying 
too many different appliance items. 
Here again the fault rested with the 
manufacturer. Too many numbers 
were listed in his catalog. A recent 
catalog of one manufacturer, for ex- 
ample, contained 50 different models 
of percolators and percolator sets. This number repre- 
sents by far too many models. 

Just see what happens to the average wholesaler who 
buys perhaps 20 of these 50 models. He finds that only 
five or six will sell readily and eventually is compelled 
to close out the other 14 or 15 styles at a loss. As a 
result his selling cost goes up, his inventory is out of 
line and, because of his investment in slow moving stock, 
he not only finds himself unable to discount his invoices 
with the manufacturer, but he is also unable to re-order 
on those numbers which have proved salable. And these 
very same things happen to the dealer as well. 


IGH list prices were revealed as another reason why 
wholesalers failed to sell more small appliances. 
Seventy-two per cent of the people in the United States 
earn less than $40 a week. In view of this how much 
money can the average consumer afford to spend for a 
small electrical appliance? We found, in our survey, that 
most wholesalers were selling merchandise which was 
listed at a price far beyond the ability of the masses to 
buy. We also found that 94 out of every 100 table appli- 
ances sold retailed for less than $10, also that whole- 
salers and dealers, in general, were attempting to sell 
appliances that were considerably above this figure. 
Again it was obvious that the responsibility lay with the 
manufacturer. Had he studied the situation he would 
have known whether or not his merchandise was priced 
beyond reach of the mass of the American public. 
Quality is another factor. Should the wholesaler or 
manufacturer sell goods of doubtful quality merely be- 
cause the consumer wants them? Selling merchandise 
of inferior quality undermines good will, which is the 
foundation of all good business. (Turn to page 30) 
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Tei who are ca- 
pable of working for their deal- 
ers, dealers selected for their 
merchandising ability alone and 
publicity methods which stimu- 
late public interest in the line of 
sets handled, these are princi- 
ples followed by this distributor 


Developing 





A Radisco dealer's set-up for home recording auditions in a theatre lobby 


Radio Outlets That Sell 


By MAX H. KRICH 


President, Radio Distributing Corp. 
Newark, N. J. 


T is our belief that the 
selection of dealers is of 
vital importance to every 

radio wholesaler. In our own 
operations we do not aim to 
secure an unusually large 
number of dealers, although 
it is necessary to have enough 
dealers to make concentrated 
advertising in a territory 
profitable. We make every 
effort, however, to obtain the 
very best dealers in each 
territory. 

How we go about this is 
very simple to explain, al- 
though not so easy to carry 
out in practice. Good dealers are acquired by convincing 
them that we have a better line and offer them better 
sales cooperation than they have been receiving from 
their previous source of supply. In opening new 
accounts we had no difficulty in securing the dealers we 
wanted, because after they saw what we were doing 
for our dealers in their district they readily fell into line. 

There are just four factors which influence us in our 
selection of dealers: merchandising ability, financial 
standing, standing in the community and appearance of 
store. We do not take into consideration the type of 
business in which the dealer is otherwise engaged as 
long as he is in an allied business. He may operate a 
straight radio, hardware or furniture store or, be any 
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Max H. Krich 


desirable type of dealer, provided he has the four 
requisites stated above. In every community we find 
there is one man who stands head and shoulders above 
the other merchants. This is the dealer we want. 

Assuming that we start with the right kind of basic 
dealer material our job is then to develop them into first 
class merchandisers of our line. We furnish almost 
every conceivable kind of dealer cooperation including 
window displays, store displays, assistance in closing 
sales, advertising campaigns and publicity tie-ups. 

Just at present we are engaged in a tie-up with com- 
munity theatres. Those of the audience with vocal talent 
are invited to a public audition where their music is 
recorded for later reproduction on our RCA-Victor 
combination radio phonograph. The final winners are 
picked from these records which are played at the 
theatres. 

We have always been believers in publicity and espe- 
cially in interesting the general public in our line through 
contests and other methods. Advertising and store dis- 
plays are valuable, but we have found additional pub- 
licity essential to successful merchandising. 

Our salesmen, of course, attend to the details of such 
publicity and show their local dealers just how to best 
capitalize on these contests. We believe that the best 
salesmen are the least expensive in the long run. Most 
of our men have been with us since we started in busi- 
ness and know their work from the ground up. 

Thus, there are three essentials which we have con- 
sistently observed in developing our dealer organization: 
salesmen selected for their ability to work with their 
dealers; dealers selected for their merchandising ability, 
and publicity methods which create and maintain the 
interest of the public in our line. 

To successfully carry out these policies requires cre- 
ative thinking on the part of the distributor and the 
selection of both capable salesmen and capable dealers. 
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Helping Your Dealers’ Salesmen 
To Make More Sales 


By DAVID R. OSBORNE 


Sales Training Director, Studebaker Sales Corp. of America 


trical wholesaling organization, 

were he to write a New Year’s 
letter to his sales force, would natur- 
ally try to pick a subject that had 
the greatest possibilities for boosting 
sales volume for 1933. What subject 
would he select? 

A few years ago he might have 
fallen for the temptation to get a 
“pep talk” off his chest. He might 
have tried his hand at being “‘inspira- 
tional’ and getting the “boys on the 
firing line” all hot and bothered about 
doing and dying for good old Elec- 
trical Jitters, Incorporated. 

But today the bosses who have 
been good enough to keep the busi- 
ness in the black have about passed 
up the idea of trying to be con- 
sciously inspiring. The first thought 
of the 1933 model sales manager is 
to pick subjects that his field repre- 
sentatives can actually do something 
about—and, taking the gentle hint 
from the time-honored card beneath 
the plate-glass desk top, “DO IT 
Now!” 


Te responsible head of an elec- 


The Retail Salesman's Production 


If prompt action were to be ex- 
pected, the boss would look first 
among those problems that are 
already right in the wholesaler’s lap 
and with which every field man 1s 
already familiar Nowhere is it more 
true than in electrical merchandising 
that improvement doesn’t lie so much 
in the direction of “doing something 
new,” as: in doing well the obvious 
things which competitors do_half- 
heartedly, or not at all. 

If he were thinking along these 
lines, could the head of the business 
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Author of "Self Management in Selling’ 


There is nothing that will yield more pay dirt, or yield pay dirt 
more surely for the wholesaler's salesman than the patient fol- 
lowing of a program to raise the average production of the 


salesmen of his retail dealers 


find any subject that would yield 
more pay dirt, or yield pay dirt more 
surely, than that of setting out on a 
practical and patiently followed pro- 
gram for raising the average produc- 
tion of retail salesmen in 1933? 


A Sales Manager's Letter 

The president of one wholesale 
organization has written a letter to 
a sales force of six men on just this 
subject. He has stated the problem 
simply, briefly and convincingly, and 
plans to judge the individual men by 
the initiative they display in carry- 
ing on from the starting point which 
he has given them. His letter follows: 
“Dear Dan: 

As you can imagine I have been 
giving a great deal of thought to the 
subject of what we can do towards 
making prosperity for ourselves in 
1933, regardless of what anyone else 
may do, and I hope you have been 
doing the same thing. 

“T don’t know whether we haye 
arrived at exactly the same conclu- 
sions, and I don’t know that that is 
at all necessary. There is plenty of 
room for every plan that ‘works.’ 
So I am going to begin by telling the 
direction in which my own thinking 
and investigating has carried me; and 
then I am going to ask you to chip 
in with your share. 

“What I began with was the 
thought that nobody could stop us if 
you and all the other five of the rep- 


resentatives we have in the field had 
the same general viewpoint and 
worked along the same general lines 
as the top-notchers in that branch of 
the electrical industry which dis- 
tributes its products through retail 
channels. We’d knock ’em all cold! 

“Then I began to look about to 
see what that viewpoint is—and how 
the leaders got that way—and the 
more I investigated the more obvious 
it became that the one big subject in 
the minds of these leaders is moving 
their products from the stocks of 
their retail outlets. 


The Wholesaler's Responsibility 

“That, Dan, is where men in your 
position—the wholesale representa- 
tives who are in daily contact with 
retail salesmen—have both a great 
responsibility and a great opportu- 
nity. Even in those cases where the 
manufacturer sends around special- 
ists for this type of work, they are at 
a disadvantage unless you know what 
it’s all about and give them your 
wholehearted backing. 

“T am not going to try at this time 
to give you detailed instructions as to 
what I want you to do along these 
lines. I am going to leave it to you 
to give it your own thought. When 
all is said and done it isn’t possible 
for anybody to do your thinking for 
you—and, personally, I wouldn’t at- 
tempt to do it even if I could. 

“But what I am going to do is 
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simply to suggest a sort of table of 
contents for the subject matter, and 
outline the direction which I believe 
your work should take towards help- 
ing retailers to secure better results 
from the activities of their own sales- 


men—and at the same time, of 
course, help these salesmen make 
more money. 

“When reduced to its elements the 
salesman’s job involves just two 
major problems: Finding the people 
who are most likely to buy from 
him, if he makes an intelligent pres- 
entation of his product, and getting 
the best possible results from dealing 
with his prospects after they are 
found. 

“Now I am fully conscious that 
stating the problem like that sounds 
very much like saying that two plus 
two makes four. But I do not intend 
that yow look upon it as a mere 
statement of fact. I am bringing the 
simple problem to you as a challenge 
to find the answer, so far as your 
own territory is concerned. That is 
your privilege and your responsi- 
bility. 


Challenging Past Methods 


“Of course, we are going to pass 
along to you every plan and method 
that ‘works,’ but the special purpose 
of this letter is to tell you that we 
are going to press harder for results 
on these two problems. With the 
backing of yourself and our other 
five field representatives—acting like 
the yeast in the loaf of bread—we 
can, during 1933, raise the average 
production of our dealers’ salesmen 
and obtain for our dealers and our- 
selves the great strategic advantage 
that goes with momentum and united 
action. 

“Will you make a campaign of this 
thing of selling every retail salesman 
in your territory on the idea of chal- 
lenging his own past methods—as I 
am asking you to challenge yours? 

“Will you induce them to make, 
each day, a conscious effort towards 
improvement? If so, you will not 
only make your territory the sales 
sensation of 1933, but will auto- 
matically raise the average of every 
retail salesman’s earnings. And, if 
you do that, I promise you that you 
will raise your own as well. 

“Will you write me what you are 
going to do about it?” 

One of the most common mistakes 
that sales managers have made in the 
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past is to broadcast suggestions that 
might work, rather than those that 
do work. The employer whose letter 
has just been quoted was wise in 
taking an attitude which put it up to 
his six field representatives to start 
the year by putting their own plans 
on paper, rather than waiting for 
suggestions to come from “the 
house.” 


Field Experience Essential 


Taking the first of the above 
quoted wholesaler’s two problems as 
a starting point, the retailer’s plans 
for finding someone to sell to will 
begin with looking over the merchan- 
dise in his stock, and giving his first 
thought to getting a clear conception 
of the sort of people who buy such 
merchandise and how they are 
bought. 

The answers to these questions are 
seldom as obvious as they appear and 
making sure that the answers are cor- 
rect will save many an hour of waste 
time—and the greater waste that 
comes with discouragement in a sales 
force. The dealer or the wholesale 
representative who wants to make 
sure he is right will spend enough 
time working with retail prospects in 
the field to give him his own experi- 
ence as the solid foundation for his 
convictions. 


One electrical retailer has found 
pay dirt in a depression-born direc- 
tion which suggests highly profitable 
possibilities. He reports many sales 
to housewives who formerly de- 
pended on household help, but are 
now doing their own work—and find 
more and better electrical “help” fit- 
ting neatly into their program of 
economy. 

Though the conventional way to 
estimate the markets for certain 
electrical products has been the total 
number of homes equipped with elec- 
tricity, it is obvious that all of these 
cannot be prospects and there is a 
growing tendency to look for ways 
in which salesmen’s time may be 
saved by some method of “qualify- 
ing” prospect lists—particularly in 
locating prospects for the more ex- 
pensive household equipment. 

While trying to judge markets by 
neighborhoods is often misleading, it 
is, for example, only common sense 
for the organization which is not set 
up to cover the whole field (or which 
finds it unprofitable to try to cover 
the whole field) to make its own 


analysis of its neighborhood markets. 

In most cities street-by-street mail- 
ing lists are available as a basis for 
both the advance advertising and 
salesmen’s calling lists. Some appli- 
ance dealers have used automobile 
registration lists for building both 
mailing and call lists. Whether or 
not any of these methods are used in 
laying plans for finding prospects, 
the difficult but essential thing for 
both the dealer and wholesale repre- 
sentative is to “sell” retail salesmen 
on the value of and necessity for a 
consistent and intelligent program of 
“canvassing.” 

In their “25 Plan” which was 
so vividly presented to distribu- 
tors’ salesmen last Spring, the Gen- 
eral Electric Refrigerator Division, 
brought out that “canvassing” doesn’t 
mean “selling.” The dictionary says 
it means “sifting and selecting,” and 
the General Electric plan is to make 
25 new “canvass” calls a day, but 
get down to brass-tacks selling only 
on those where appointments can be 
made for a full presentation in the 
evening, with everyone present who 
will have a say-so in the decision. 

With such a plan as this, 25 new 
calls per day is not difficult—and 
more sales will come from the few 
evening appointments than would be 
possible if a vigorous effort were 
made to sell on every call. This has 
been, and will be, the staple source 
of sales. 


"Where Can | Make a Sale?" 


Experienced high producers among 
retail salesmen get even better types 
of prospects, however, from the tips 
of satisfied owners and from friends. 
Tips from recent purchasers are espe- 
cially valuable because of their 
natural tendency to discuss their pur- 
chases with their friends. 

One of the few hundred per cent 
rules in selling is to ask everyone 
one meets where he can make a sale. 
The salesman who has once formed 
this habit never breaks it. This ap- 
plies particularly to “suspects” on 
whom the salesman calls but who 
cannot or will not buy. “Maybe you 
have heard some of your friends say 
they were going to buy,” he says— 
and it is surprising the number of 
sales that are made in this way. 

Planning the interview with the 
prospect, the salesman’s second ma- 
jor problem, will be considered in the 
December issue. 
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HEN the electrical 
wholesalers of New 
York State formed 
an informal association, known 
as the Mohawk Valley Club, 
early in 1931, one of the prin- 
cipal objectives was to develop 
better relations with each of 
the other three major groups 
of the electrical industry; manufacturers, contractors 
and utilities. Separate committees were appointed to 
work with each of these groups. 

The committee on central station relations consisted 
of one wholesaler from each trading area between the 
Hudson Valley on the east and Buffalo on the west. 
This committee started out with the belief that in the 
past there had been too much talking about reciprocity. 
Consequently, in all of its endeavors to secure coopera- 
tion and coordination of efforts between wholesalers and 
their local utilities they have purposely refrained from 
any action that could possibly savor of reciprocity or 
coercion. 

It appeared to this group of wholesalers that, in the 
performance of their normal functions, they were ren- 
dering a very definite service to the utilities, a service 
which the utilities had, perhaps, failed to appreciate only 
because it had never been clearly presented to them. 
They also believed once the utilities had a true picture 
of their activities as wholesalers, that they could expect 
every consideration from them on the basis of their 
merits alone and without recourse to any coercion or 
reciprocity. 

So, first of all, this central station committee set about 
to take inventory of the members of the Mohawk Valley 
Club to find out just what they were doing which bene- 
fited their utilities. They questionnaired each wholesaler 
as to the extent of his business. From this information 
they were able to definitely determine to what extent 
their members were factors in developing outlets for 
electrical goods and in building public good will through 
the dealer. 


HEY found that their membership included some 300 

wholesaler employes and that every year they made 
several hundred thousand contacts with dealers. These 
dealers in turn made many millions of individual con- 
tacts with the public each year. They were thus a 
powerful factor in either building or destroying utility 
good will, depending upon their own attitude. The 
advantage to the utility of a proper conception of its 
activities on the part of the dealer was obvious and the 
committee was able to emphasize the services which the 
wholesaler could render in developing good will among 
dealers which would be immediately reflected in their 
contacts with the consuming public. 

The next point to be developed was the economy with 
which the wholesaler performed the functions of ware- 
housing and credit. The committee developed the fact 
that the wholesaler rendered a more economical and 
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Just Another Selling Job 








When wholesalers in New York State built a sales presentation 
around the value of their activities to the central station they 
won the wholehearted support and cooperation of their utilities 


effective distribution service than either manufacturer 
or utility could possibly perform for themselves, that 
the wholesaler created and developed trade outlets for 
many manufacturers of wiring materials, appliances and 
equipment that otherwise would not be in business. It 
was on the basis of this type of service that these whole- 
salers solicited the utilities’ own supply and appliance 
business. , 

The wholesaler’s selling activities are another service 
that merits consideration by the utilities. It was pointed 
out to them that, in selling heavy duty appliances espe- 
cially, the electrical wholesalers were definitely building 
their load. It was further pointed out that the whole- 
saler depended entirely on sales of electrical goods for 
his existence and that every sale he made resulted in 
more revenue for the utility and how for this reason 
alone it was to the utilities’ advantage to encourage the 
wholesaler in his selling efforts. 


HERE was still another field, it was found, where it 

was possible for the wholesaler to render a definite 
service to the utility. Many wholesalers are active in the 
sale of street lighting equipment and often learn of 
plans to install municipal generating plants before the 
utility becomes aware of the situation. Close relations 
between dealer, wholesaler and utility, it was pointed 
out, often resulted in an opportunity for the utility to 
do a selling job which resulted in the public interest. 

These facts and others were set down in black and 
white and the individual members of the Mohawk 
Valley Club were encouraged to present a clear picture 
of their own services to their local utilities. The com- 
mittee’s “thesis,” as it was called, was discussed with 
local utility men and they at once evidenced considerable 
interest and appreciation. 

A meeting was then arranged between this committee 
and both the merchandising and purchasing officials of 
the Niagara Hudson utility group. Both sides came 
away from this discussion with a better understanding 
of each other’s problems and the meeting resulted in a 
definite program to establish closer relations between the 
wholesalers and this utility. 

There were several immediate results. The utility 
advised that, wherever possible, they would purchase 
merchandise items from wholesalers. In fact, there have 
been actual cases since that meeting where manufac- 
turers seeking to sell direct to this company have been 
referred to members of the Mohawk Valley Club. 

The divisional managers of the Niagara Hudson 
group immediately developed closer (Turn to page 30) 
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Electrical Wholesaling Announces 
An Individual Sales Contest 


for Each Manufacturer 


The six monthly Victory Sales Contests, first of which start in the January 
issue of ELECTRICAL WHOLESALING, are unique in that each manu- 
facturer who enters is in effect conducting a national prize contest spe- 
cifically on his own line but without the effort and expense which sales 
contests incur. 


For every manufacturer, who during January, carries an advertisement in 
ELECTRICAL WHOLESALING, we will provide a cash award which goes 
to the wholesaler's salesmen who, during January, sells the largest amount 
of that manufacturer's product. This is repeated in each succeeding 
month in which that manufacturer's advertising appears in ELECTRICAL 
WHOLESALING. 


In other words, each month that a manufacturer advertises in ELECTRI- 
CAL WHOLESALING, a cash prize will be awarded to the salesman 
selling the most of that manufacturers products for that month. Prizes 
will be $10.00 for manufacturers whose space occupies two-thirds space 
or more, and $5.00 for space less than two-thirds of a page. 


The salesman who wins a first prize once on a particular manufacturer's 
line is eliminated from again winning another first prize on the same line. 
Thus, are the six sales contests made equally attractive to the salesmen 
of both large and small electrical wholesalers. 


The cash award is contributed in the interest of better business by ELEC- 
TRICAL WHOLESALING. 


The Victory plan presented on the following pages is one of the most 
imposing ever offered the electrical industry. Its operation is of definite 
and of specific form. Its adoption by the electrical wholesaling industry 
is so wide spread and so serious that any manufacturer who chooses to 
take part can reasonably anticipate for himself a sales "Victory in '33". 


See next page 
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Today the eyes of the electrical industry are fixed on its wholesaling 
group. In sales strategy supreme a great force of electrical 
wholesaling salesmen unite in a gigantic sales drive. That great 
force will winl That great force will bring prosperity to themselves 
and to such electrical manufacturers who join with them in accept- 
ing the creed and acclaiming the Shibboleth—’ Victory in ‘33” 


OCTOBER NOVEMBER DECEMBER 
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CONTESTS 


FOR WHOLESALERS’ 
SALESMEN 


Where is there a man who sells that doesn't enjoy a contest? Where is the man too, that isn't 
eager for the cash and prominence winning a contest brings? Well, here are six contests and 
thousands of dollars in cash. Every wholesaler's salesman has an equal chance to make a prominent 


national showing in the big "Victory in '33" sales drive. 
emblem", 


SIX SEPARATE CONTESTS A cash prize, plus a gold 


will be awarded to that wholesaler's 
salesman who, during the month sells the 


ONE EACH MONTH, STARTING 
WITH JANUARY 1933 


manufacturer entered in the contest. A manufacturer's advertisement appearing i 
ELECTRICAL WHOLESALING shall constitute his entry in the contest for that mont 

Thus, if there are 40 advertisers in any issue there will be 40 individual cash prizes, 
if there are 50 advertisers 50 prizes, etc. 


EQUAL CHANCES _In complete fairness to large and small wholesaling 
FOR ALL houses, the rule has been made that once a salesman 


wins a monthly prize on a particular line, he cannot 
repeat his victory on the same line. His attention must be directed to any of the tity 
or forty other lines on which he has not previously won a prize. Also, each “¢ 
can win but one prize in any one month. 


ENTRY BLANKS _ The reports covering each month's sales by individual 


salesmen must arrive at the publication headquarters, 
EACH MONTH 520 North Michigan Ave., Chicago, on or before the 
5th of the following month. The winners names will be published in ELECTRICAL 
WHOLESALING the second succeeding month and checks covering will be mailed at 


that time. $ 


These six contests will be open to all salesmen regularly 
employed by an electrical wholesaling establishment or elec- 
trical specialty distributor. In case of ties, equal awards will 
be made. All the costs of the contests will be borne by 
ELECTRICAL WHOLESALING. The manufacturers whose 
lines qualify as entries in each "Victory Contest" will be those 
whose advertisements appear in ELECTRICAL WHOLESAL 
ING for that month. These are the manufacturers who will 
give sales ideas, talking points, general sales help and support 
to the salesman, who makes "Victory in '33" a certainty. 


largest amount of merchandise for any 
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VEL FOG 


Today the eyes of the electrical industry are fixed on its wholesaling 
group. In sales strategy supreme a great force of electrical 
wholesaling salesmen unite in a gigantic sales drive. That great 
force will winl That great force will bring prosperity to themselves 
and to such electrical manufacturers who join with them in accept- 
ing the creed and acclaiming the Shibboleth—"Victory in ‘33” 
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EQUAL CHANCES _In complete fairness to large and small wholesaling 
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wins a monthly prize on a particular line, he cannot 
repeat his victory on the same line. His attention must be directed to any of the $ 
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[5th of the following month. The winners names will be published in ELECTRICAL 
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These six contests will be open to all salesmen regularly 
employed by an electrical wholesaling establishment or elec- 
trical specialty distributor. In case of ties, equal awards will 
be made. All the costs of the contests will be borne by 
ELECTRICAL WHOLESALING. The manufacturers whose 
lines qualify as entries in each “Victory Contest" will be those $ 







whose advertisements appear in ELECTRICAL WHOLESAL- 
ING for that month. These are the manufacturers who will 
give sales ideas, talking points, general sales help and support So 
to the salesman, who makes "Victory in '33" a certainty. 
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SERVING THE EXECUTIVES AND SALESMEN OF ELECTRICAL WHOLESALERS AND SPECIALTY DISTRIBUTORS 





Views of Our Readers 





Manufacturers Should Limit 
Their Distribution 
To THE EpITor: 

It seems that the only cooperation 
which would effectively help a whole- 
saler and his salesman would be lim- 
ited distribution on all available lines. 

Due to lack of volume, it has been 
impossible, at least during 1932, to 
get salesmen sufficiently enthused 
about any line on which competition 
among wholesalers has been supreme. 

The writer does not profess to pos- 
sess a solution to a problem which 
has been the cause of great disasters, 
but after you have analyzed all the 
why’s and if’s, you can’t get away 
from the fact that it is all due to 
over-distribution. 

While it is true in certain commod- 
ities the manufacturer must maintain 
an open market in order to enable 
him to move his products, yet in most 
branded commodities, such is not the 
case and something should be done 
nationally to encourage such changes 
in every locality. 

It is therefore the writer’s opinion 
that 1933 should be devoted to none 
other than a reduction in wholesale 
distribution and encouragement to 
wholesale salesmen to take advantage 
of such whenever it is materialized. 

N. GERTLER, President, 
Gertler Electric Co., 
New York City. 
Vv 


Manufacturers Who Fail to 

Support Their Wholesalers 
To THE EpITor: 

In view of the splendid efforts you 
have been making to build up the 
electrical wholesaler and give him the 
opportunity of obtaining information 
concerning the business of electrical 
wholesaling, all of which cannot help 
but be beneficial to the wholesaling 
end of the electrical business, we 
wonder if you are cognizant of the 
pulling-down effect of some manu- 
facturers who will not demand that 
their representatives or distributors 
or wholesalers or what-not obtain a 
reasonable margin of profit and who 
do not restrict their extreme prices 
to those wholesalers who will main- 
tain themselves in a healthy condi- 


tion by obtaining a reasonable profit 
on their merchandise. 

We have had occasion to discuss 
this matter with two or three manu- 
facturers’ representatives operating 
in a certain territory and we find that 
their attitude is one of standing off 
and letting their distributor fight over 
a little business which the manufac- 
turer is sure to get but which the 
wholesaler who gets the order will no 
doubt take on an extremely low mar- 
gin of profit. It is somewhat like 
throwing a bone to a bunch of 
dogs and the manufacturer’s repre- 
sentatives stand around and laugh in 
glee while the dogs bite, scratch and 
try to kill each other to get the most 
of the bone. 


R. A. Stott, Secretary-Treasurer, 
Tristate Electrical Supply Co., 
Hagerstown, Md. 
Vv 


Wanted: A Normal Profit 


To THE EpiTor: 

Until the wholesaler himself is big 
enough to demand a normal profit 
for his services that will guarantee 
the success of his business and enable 
him to raise his employes from the 
starvation wage scale that he has 
forced upon them, we cannot look at 
the future with optimism. Here in 
Kansas City, we pay $3.35 for No. 
14 wire and sell it for $3.50. Isn’t 
this a real demonstration of lack of 
business sense and courage? 

F. A. Jounson, Sales Manager, 

Continental Electric Co., 

Kansas City, Mo. 
Vv 


Progress in Utility Relations 
To THE EpirTor: 

May we take the liberty of con- 
gratulating you on the contents of 
your October issue. 

In our humble opinion, you very 
successfully afforded the entire in- 
dustry an opportunity to become 
acquainted with the progress made 
towards the solution of problems in- 
volved in the sale and distribution 
of electrical merchandise and appli- 
ances. 

During the past 13 months the 
Eastern Electrical Wholesalers Asso- 
ciation devoted considerable time and 


attention to the situation as it exists 
in the metropolitan district. On July 
13, 1932, we received, from local 
utility executives, a new 16-point 
merchandising policy. This policy 
contains possibilities of eliminating 
certain practices considered as objec- 
tionable, while at the same time, cur- 
tailing the unfair effects of others. 
We still have a long way to go but 
the progress made provides us with 
the necessary encouragement. 


As a result of this experience, and 
our knowledge of the situation in 
other localities, the responsibility for 
complete solution appears to rest 
with the utility companies and our 
distribution agencies, both wholesale 
and retail. However, in this, the util- 
ity company must take the lead by a 
more emphatic demonstration of their 
expressed preference to have private 
agencies supply the demand which 
their promotional activities are in- 
tended to create. 

When there is this undeniable evi- 
dence of confidence in the industry’s 
private selling agencies then, and only 
then, will investments be made in 
stocks, campaigns and selling organ- 
izations. At present, one is waiting 
for the other and the result is mutual 
dissatisfaction and stagnation. 

The conditions which now exist 
prove that utility companies, in spite 
of their vast resources and monopo- 
listic advantages, have utterly failed 
to do the job alone. 

J. A. Hawks, Managing Director, 
Eastern Electrical Wholesalers Asso- 

ciation, New York City. 
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Local Programs Essential 
To THE EpiTor: 

We are pleased indeed to note the 
attention given to our national pro- 
motional programs in ELECTRICAL 
WHOLESALING for October. 

The spirit of cooperation is best 
expressed in such national coordi- 
nated programs locally applied. Only 
then is there tangible evidence of this 
elusive “cooperation” which has 
prompted so much oratory. 

We are hopeful that the electrical 
wholesaler receives merited benefit 
from the commercial activities of our 
Association. 

C. E. GREENWoop, 
Commercial Director, 
National Electric Light Association, 
New York City. 
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The Independent Wholesaler 
By KENNETH DAMERON 
Executive Secretary, Electrical Merchandising 
Joint Committee 

With the shifting of distribution 
channels many are inclined to sound 
the death knell of the independent 
wholesaler. However, the mechanism 
of competitive distribution is such 
that the independent wholesaler per- 
sists with remarkable vitality. He 
has been, and will continue to be, an 
important and constructive factor in 
the distribution of electrical appli- 
ances. This is because he renders es- 
sential services to manufacturers and 
retailers. He renders service to re- 
tailers in the following ways: The 
wholesaler assembles goods and gen- 
erally purchases in large quantities 
thus decreasing the unit cost of prod- 
ucts. He furnishes quick delivery 
service which will permit controlled 
buying by retailers. The wholesaler 
assists the retailer by giving mer- 
chandise counsel, advertising and sell- 
ing ideas, with the net result of in- 
creasing turnover of the product. He 
grants credit and frequently acts in 
a financial capacity on behalf of the 
retailer. He gives advice as to stock 
requirements and frequently aids in 
the servicing of appliances. The 
wholesaler is a valuable asset to the 
manufacturer because he provides a 
ready made selling organization which 
is in a position to cater to the pecul- 
iarities of sectional markets. He is 
a specialist in distribution and re- 
lieves the manufacturer of storage 
costs, credit risks and transportation 
costs. As indicated above, the whole- 
saler also performs certain servicing 
functions. The effect of these activi- 
ties is a lowering of the cost of distri- 
bution. Hence the position of the in- 
dependent wholesaler is economically 
sound. 

As long as he continues to render 
important economic services the busi- 
ness future of the independent whole- 
saler is secure. However, he can im- 
prove his position in the market 
through a more effective selection of 
dealers, a more ‘thorough apprecia- 
tion of the importance of analyzing 
costs by items, lines and major com- 
modity classifications, through mak- 
ing more effective his responsibility 
of assisting the retailer in the mer- 
chandising of appliances, and through 
a more intensive catering to the wants 
of consumers. Another factor in the 
future of the independent wholesaler 


is his willingness and ability to par- 
ticipate in cooperative and coordi- 
nated merchandising efforts. 
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Just Another Selling Job 


(Continued from page 24) 
contacts with their local wholesalers 
and now consult freely with them on 
their proposed merchandising plans. 


The wholesalers’ committee re- 
quested this utility to adopt the stand- 
ard rates of the commercial financing 
companies on all their installment 
sales. This has not only been done, 
but installment sales of appliances 
selling for less than $10 have been 
discontinued, together with premium 
offers and sales at other than list 
prices. Independent dealers are now 
able to compete with the Niagara 
Hudson Company on an equal basis. 

The Associated Gas and Electric 
utility group which also serves a 
large portion of New York State, 
was next approached and the case of 
the wholesalers was presented to its 
officials at a meeting in New York 
City. They, too, were favorably im- 
pressed with the wholesalers’ effort 
to sell them on their services. They 
immediately offered to discontinue 
the sale of their own private brand 
of appliances and asked the assistance 
of the wholesalers in closing out their 
stock. 

The so-called Ithaca Plan had 
already been evolved at the time of 
this meeting but, before it was put 
into effect, the wholesalers’ commit- 
tee was invited to a second confer- 
ence with the associated officials at 
Ithaca where the plan was discussed 
at considerable length. Thus the 
Mohawk Valley Club has had a part 
in the development of the details of 
this plan of coordinated merchan- 
dising. 

With the friendly relations now 
existing in New York State, whole- 
salers and utilities feel perfectly free 
to ask favors of one another. They 
come to each other to straighten out 
local difficulties and misunderstand- 
ings. This is highly beneficial to 
utilities and wholesalers alike. 


This new condition and this new 
spirit of friendly cooperation has 
been brought about because the entire 
problem was handled as a tangible, 
definite selling job. The wholesalers 
sold their services in the same way 
that they sell their merchandise. 


Who is at Fault—Wholesaler 
or Manufacturer 


(Continued from page 20) 


During recent years many manufac- 
turers have lowered the quality of 
their products regardless of the 
eventual consequences. Because of 
this condition the wholesaler is called 
upon to exercise great discretion in 
the selection of his merchandise if 
he would avoid losing the good will 
of his own dealers. 

We often hear the statement that 
wholesalers’ salesmen are merely 
“peddlers”. Many manufacturers 
feel that they must go out and actu- 
ally sell for the wholesaler. Where 
this feeling exists the blame lies with 
the manufacturer rather than with 
the wholesaler. The average whole- 
saler’s salesman has too many items 
to sell, too many things to do and too 
many things to think about to work 
out a plan of promotion or of mer- 
chandising for the line of any single 
manufacturer. The wholesaler has 
no right to expect the manufacturer 
to do his selling for him. He has 
every right, however, to expect that 
manufacturer to furnish his salesmen 
with all of the equipment necessary 
to enable them to do a real selling 
job on that line. The average whole- 
saler’s salesman is not lazy — he 
wants to work, he wants to sell 
goods, and naturally, he must have 
the proper working tools. It is up 
to the manufacturer to supply the 
salesman with these tools, it is his 
responsibility to help the wholesaler 
to sell. It is also the responsibility of 
the wholesaler in training his sales- 
men to help their dealers to sell. 
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California Electric Goes Into 
Appliances 

The California Electric Supply 
Co., San Francisco, has taken on 
both major and small appliance lines 
within the past few months, whereas 
before it had specialized in supplies 
and fixtures. Among the lines are 
Copeland refrigeration, Royal-Roch- 
ester appliances, and National wash- 
ing machines. They doubled their 
first month’s quota on washing ma- 
chines in 30 days and tripled their 
90 day quota at the end of that 
period, using their regular line of 
dealers, 90 per cent of whom are 
electrical. 
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Why Try to 


Why try to convince users that old fash- 
ioned fuses can give as dependable protection 
and as much freedom from needless shut- 
downs as the new BUSS Super-Lag Fuse? 
Users know it isn’t true. 


Why try to coax users to throw away all 
the advantages of this MODERN fuse and 
go back to old time worry? 


Why quibble about lower purchase price 
being better than MODERN protection that 
guards the equipment and at the same time 
fortifies the plant against needless shut- 
downs? 


It’s too much like hard work. What’s the 
use anyway? Get on the band wagon. Get 
behind the fuse that everybody buys as soon 
as they know the story. 


THE 


Buck the Tide? 


BUSSMANN MANUFACTURING COMPANY, 2536 W. University St., St. Louis, Mo. 


A Division of the McGraw Electric Company 







Turn to the BUSS discount sheet in your 
binder. Get the sales story on it over to your 
fuse users. Once you sell them you will not 
have to worry about other competition— 
better price or not. 


The only users who won’t switch to BUSS 
Super-Lag Fuses are those who are already 
using them—or whose “wife’s first cousin” is 
selling some kind of old fashioned fuses. 


IF YOU REALLY WANT TO MAKE 
MORE SALES— 

See the BUSS representative in your terri- 
tory. He’s chock full of ideas that will help 
you land fuse business. Don’t overlook the 
fact also that BUSS Super-Lag Fuses are 
just about the most PROFITABLE line you 
carry. If you don’t think so ask your sales 
manager to check the facts for you. 
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Market for Electrical Products 


Compiled monthly from reports received by ELECTRICAL WHOLESALING from 
a selected list of electrical wholesalers and specialty distributors. The figures 
show the number of reports on each item received from each zone 
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Tre information on this page has been 
prepared exclusively for "Electrical Wholesal- 
ing’ by E. Donald Tolles, Managing Director, 
National Electrical Wholesalers Association, 
165 Broadway, New York City 








Rules of the Wholesaling Game 


Some of the great daily papers re- 
cently carried as front page news the 
revised rules for playing contract 
bridge. Certainly if editors believed 
that the general public would have 
such an intense interest in a card 
game, it is logical to assume that the 
men actually engaged in selling elec- 
trical commodities at wholesale will 
certainly want to be fully informed 
about the rules that have been 
adopted for conducting the electrical 
wholesale business. 

Just as in playing contract, every- 
one is bound by the established rules. 
There are no exceptions. 

It was formerly a practice of the 
Federal Trade Commission to secure 
written acceptance of trade practice 
rules from individual members of an 
industry, but that procedure is no 
longer followed. Every concern large 
or small that is selling electrical com- 
modities at wholesale anywhere in 
the United States is bound to con- 
duct its business in the future in ac- 
cordance with the Federal Trade 
Practice rules. It makes no differ- 
ence whether a wholesaler was a 
party to the conference which adopt- 
ed the rules in Cincinnati in 1931 or 
whether he is a member or a non- 
member of any national or local elec- 
trical association. The rules have 
been formulated by the industry and 
have been formally approved by and 
filed with the Federal Trade Com- 
mission at Washington, and became 
effective on Octber 14, 1932. 

There are 23 of these rules, and 
a copy of them has been placed in 
the hands of every electrical whole- 
saler known to the Government. They 
fall into two groups, and in the first 
are the rules which the Federal 
Trade Commission has authority to 
enforce, and in the second are those 
practices which the electrical whole- 
sale industry either approves or con- 
demns. 

In the first group the rules are 


divided into three classes according 
to the intent, whether it be deception 
of customers, injury of competitors 
or restraint of trade. 

Where the tendency and capacity 
is to deceive a purchaser, an electrical 
wholesaler must not make or publish 
false statements concerning the mer- 
chandise which he offers for sale, 
nor falsely impute dishonorable con- 
duct or questionable credit standing 
to a competitor or speak disparag- 
ingly of his goods. He must not re- 
move the manufacturer’s identifying 
marks from merchandise, nor shall he 
directly or indirectly bribe agents of 
his customers or his competitors’ cus- 
tomers to buy from him. 

Where the purpose and effect is to 
injure a competitor, an electrical 
wholesaler must not through decep- 
tion induce a customer to break a 
contract with a competitor nor entice 
away his employes. 

Where the effect is to unreason- 
ably restrain trade, an_ electrical 
wholesaler must not sell goods below 
cost to injure a competitor, and out- 
side of his own state, he must not 
discriminate in prices between differ- 
ent purchasers of the same class, ex- 
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"Put On the Spot''—Colorado Style: 
Ernest V. Beck, president of the B. & R. 
Electrical Supply Co., Denver, is seen 
here putting his employes, E. Livran 
and Mrs. Williams, “on the spot,” as 
they say in Chicago. 


cept on account of grade, quality or 
quantity, or in order to make due 
allowance for different costs of sell- 
ing or transportation. 

To injure a competitor he must 
make no secret rebates or extend 
special services or privileges to one 
customer if not given to all, including 
consignment of merchandise (this 
does not apply to lamps, wire, etc., 
customarily sold on consignment), 
nor shall he wrongfully use informa- 
tion secured from competitors by 
means of misleading statements. 

There is just one rule applying to 
manufacturers. They must not un- 
lawfully discriminate between cus- 
tomers of the same class by accepting 
orders for large quantities and then 
making small deliveries at quantity 
prices. 

Under the Group II rules we have 
five that condemn and six that ap- 
prove certain practices. 

Those practices that are condemned 
are—shipping unlabeled products; 
unwarranted return of merchandise 
not due to the shippers’ error; issu- 
ing false invoices; violating the dis- 
count terms for cash, and repudiation 
of contracts. 

Practices that are approved are— 
the publication by a wholesaler of his 
prices and terms of sale; the installa- 
tion of accurate cost finding meth- 
ods; the submission of disputes to 
arbitration, and the furnishing of 
trade and credit information. 

It is an old saying that “Ignorance 
of the Law excuses no one.” Every 
executive engaged in electrical whole- 
saling should make sure that a copy 
of the Trade Practice rules is in the 
upper right hand drawer of his desk, 
and that it shall be the policy of his 
house to play the game of electrical 
wholesaling strictly in accordance 
with the rules. 

(Editor's Note. Next month Mr. 
Tolles will describe how the industry 
proposes to make these rules of prac- 
tice effective.) 
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Association 


Activities 


A forum for the exchange of news 


and views between both local and national 


trade associations. 


Reports of association 


activities and changes in personnel are solici- 
ted from association executives 





Michael Ert Again Heads 
Wisconsin Radio Association 
New officers were elected by the 

Wisconsin Radio, Refrigeration and 
Appliance Association at its meeting 
at the Hotel Astor, Milwaukee, No- 
vember 2. 

Michael Ert, founder of the As- 
sociation, was chosen as president for 
1933 and W. H. Roth, Radio Spe- 
cialty Co., was elected vice-president 
of the wholesale division. F. W. 
Greusel, John Taylor, B. S. Wis- 
niewski and Gordon Ische were 
elected as directors. 


v 


Newburgh League Discusses 
E.L. S. A. Plan 


The Electrical League of New- 
burgh, N. Y., was addressed by R. 


H. Osgood of the Okonite Co., 
Passaic, N. J., on November 25, who 
took as his subject ELrctricaL 


WHOLESALING’s E.L.S.A. plan. He 





showed how all local branches of the 
electrical industry could secure uni- 
fied economy and coordinated selling 
by following through on the funda- 
mentals of this plan, economize, 
localize, specialize and advertise. 
v 
Five Local Cookery Councils 

Organized in One Night 

On November 7, at a meeting 
sponsored by the Metropolitan Edi- 
son Co. at Reading, Pa., local electric 
cookery councils were organized by 
the electrical leagues of Reading 
and of Easton and Phillipsburg, the 
Northern New Jersey Electrical 
League, the Lebanon County Electri- 
cal Dealers’ Association and the 
York-Adams County Electrical Asso- 
ciation. 

These leagues include electrical 
dealers and contractors, hardware and 
furniture dealers, department stores, 
specialty dealers and others handling 
electrical appliances. 








oo 


Philadelphia Show Includes Full Sized Air Conditioned House: More than 60,000 


persons attended Philadelphia’s Fifth Annual Electric and Radio Show which closed 


a week’s run October 1. 


The exhibit, held in the great municipal Convention Hall, 


was a “sell-out” for space and the displays filled more than 200 booths on the main 


floor of the auditorium. 


According to George R. Conover, managing director of 


the Electrical Association of Philadelphia, sponsors of the show, “The net result 
of the show has been to encourage in manufacturer, distributor, and all who par- 
ticipated, a spirit of optimism that should enable them to go out and do a more 


aggressive job in their fields.” 


Electric Cookery Council No. | 
Is Organized in Milwaukee 

Distributors of electric ranges in 
Milwaukee, including the Westing- 
house Electric Supply Co., Graybar 
Electric Co., E. H. Schaefer Corp., 
Standard Electric Supply Co., Bog- 
gis-Johnson Electric Co., Radio Spe- 
cialty Co., Frankfurth Hardware Co., 
and Pritzlaff Hardware Co., played 
an important part in the organization 
of the first local electric cookery 
council to be formed in accordance 
with the plan of the national council. 

As its first activity the new coun- 
cil conducted an electric cookery in- 
stitute and kitchen exhibit in con- 
junction with the Milwaukee Retail 
Grocers Food Show, October 17 to 
a2. 

A series of 13 two day cooking 
schools, conducted by individual dis- 
tributors and dealers began on No- 
vember 10, while a 10 week training 
course for salesmen and dealers start- 
ed on November 15. 


Vv 


R. M. A. to Certify Sets and 
Reduce Number of New Tubes 


Receiving sets offered to the public 
by R.M.A. set manufacturers soon 
will bear a label certifying official 
association approval and manufacture 
under R.M.A. standards. Only man- 
ufacturers who are members of the 
association will be permitted to use 
this label on their products as another 
measure to protect “legitimate” man- 
ufacturers. Radio dealers and whole- 
salers, and the public also, will be 
urged to buy these “certified” sets. 

Cooperation between leading set 
and tube manufacturers to reduce the 
number of new tubes brought into the 
market has been effected by the set 
and tube divisions of the association. 

There will be no R.M.A. trade 
show held in 1933 although the an- 
nual meeting of the association will 
be held as usual. 
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SERVING THE EXECUTIVES AND SALESMEN OF ELECTRICAL WHOLESALERS AND SPECIALTY DISTRIBUTORS 


Lake Michigan Club Discusses 
Credit Problems 
Wholesalers and manufacturers 
from Illinois and surrounding states 
gathered in Chicago on November 15 
for the fall meeting of the Lake 

Michigan Club. 

Morning and afternoon sessions 
were presided over by F. J. Schmidt, 
Westinghouse Electric Supply Co., 
Chicago. Walter Young, credit man- 
ager, General Electric Supply Corp., 
Chicago, spoke on “Present Day 
Problems of Credits and Collections” 
and J. F. O’Keefe, secretary, Chicago 
Association of Credit Men, talked on 
the “Importance of a Sound Credit 
Policy in 1933.” 

The plans for the enforcement of 
the Federal Trade Practice Rules for 
the electrical wholesaling industry 
were outlined by E. T. Rowland, edi- 
tor of ELEcTRICAL WHOLESALING. 

The guest speaker of the day was 
B. W. Clark, general manager, West- 
inghouse Electric Supply Co., New 
York, whose subject was “The 
Future of the Electrical Wholesaler.” 
S. B. Williams, editor of ELEcTRICAL 
CONTRACTING, talked on ‘’The Whole- 
saler’s Best Customer, the Electrical 
Contractor.” 

A round table discussion on the 
development of appliance outlets was 
led by F. R. Eisemann, Revere Elec- 
tric Co., Chicago, and Ray Turnbull, 
Merchandise Department, General 
Electric Co., Bridgeport. Sol S. 
Mandel, Metropolitan Electrical Sup- 
ply Co., Chicago, led a similar dis- 
cussion on radio tubes. 

As usual, A. J. McGivern, Man- 
hattan Electric Supply Co., Chi- 
cago, acted as toastmaster during the 
dinner, introducing Edward Sniffen, 








« 


They've Earned Their Spurs: These three 
men have had many years of experience 
in the electrical industry. J. M. Warren 
of Kansas City, represents the Central 
Tube Co. of Pittsburgh; L. E. Reid is 
president of the American Electric Co. 
of St. Joseph, Mo., and Wm. G. (“Bill”) 
Campbell represents the Associated 
Standard Rigid Conduit Manufacturers 
of Pittsburgh. They were all in attend- 
ance at the Kansas City Convention of 
the National Electrical Contractors As- 
sociation. 





Westinghouse Electric and Mfg. Co., 
who spoke on “The Century of Prog- 
ress” and W. J. Batchelder, General 
Electric Co., Chicago, whose subject 
was “The Electrical Industry.” 

A. H. Luebbe, General Electric 
Supply Co., Chicago, was elected to 
succeed F. J. Schmidt as chairman 
and A. F. Hearl, American Electrical 
Supply Co., Chicago, was re-elected 
secretary-treasurer. 

Howard Ehrlich, Electrical Trade 
Publishing Co., will continue as 
chairman of the Advisory Commit- 
tee. Other members elected at this 
meeting were: representing whole- 
salers, F. R. Eisemann, Revere Elec- 
tric Co., Chicago, Titus B. Schmid, 
Crescent Electric Supply Co., Du- 
buque, and M. C. Taradash, Hyland 
Electrical Supply Co., Chicago; rep- 
resenting manufacturers, Wm. Cole- 
man, General Electric Co., Chicago, 
C. B. Harlow, Benjamin Electric 
Mfg. Co., Desplaines, Ill., and Wm. 
Stacey, Bryant Electric Co., Chicago. 


v 


Jaeger and Hinchcliffe Join 
National Cookery Council 

The appointment of two new field 
representatives has been announced 
by Glenn R. Trumbull, manager of 
the National Electric Cookery Coun- 
cil. 

A. H. Jaeger, until recently with 
Electromaster, Inc., brings to his new 
position a long experience in mar- 
keting and merchandising. He was 
at one time a range specialist for the 
Hotpoint Electric Heating Co., later 
becoming manager of the appliance 
division of the Edison General Elec- 
tric Appliance Co. In 1926 he joined 
the Leonard Refrigerator Co., Grand 
Rapids, Mich., as vice-president in 
charge of sales. 

E. L. Hinchcliffe, the other new 
appointee, has had a broad and varied 
experience in public utility operations, 
specializing in merchandising activi- 
ties. Since 1925, he has been con- 
nected with the Middle West Util- 
ties Co., Chicago, as assistant to the 
vice-president in charge of mer- 
chandising. 

v 


Palm Beach League Elects 
Clower 
W. T. Clower of the McDonald 
Electric Co., Inc., West Palm 
Beach, Fla., has been elected vice- 
president of the electric league in 
that city. 





Electric Bridge Table: Cheating is said to 
be impossible with this electric bridge 
table that shuffles and deals without 
error. It was demonstrated, with top 
removed. by Laurens Hammond, Chi- 
cago electric clock manufacturer at the 
National Bridge Exposition at Grand 
Central Palace in New York. On one 
side of the table is a little drawer in 
which the cards are placed. When the 
drawer is closed, the mechanism starts 
automatically. In front of each player 
is a little compartment into which 13 


cards are automatically dealt. After 
shuffling and dealing the cards the 
mechanism automatically stops, ready 


for the next hand. 





Pacific Coast Electrical Bureau 
Publishes Home Booklet 

“A House of Charm” is the title 
of a new and attractive booklet pre- 
pared by the Pacific Coast Electric 
Bureau, 447 Sutter St., San Fran- 
cisco, Calif. Dedicated to the mod- 
ern homemaker, it describes in detail 
the complete utilization of electricity 
in the home. It is being distributed 
to owners of Red Seal homes and to 
all who reply to the Bureaus’ co- 
operative advertising. 

v 
Large Market for Battery Sets 
Revealed by the Census 

The Department of Commerce has 
issued some interesting figures, based 
on the latest census, which indicate 
that one in every three homes in the 
country is unwired and therefore 
must use a battery powered set or do 
without radio. In these homes are a 
total of 9,800,000 families who must 
depend on battery powered sets if 
they are to enjoy radio at all. 

A surprising thing brought out by 
the census is that many of these un- 
wired homes are within the corporate 
limits of cities, indicating a market 
for air cell sets in urban centers as 
well as in rural sections. 
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Trends in 


Distribution 


A digest of selected articles 


appearing in recent issues of business 
and trade publications which reflect 


distribution trends in various fields 








Selective Distribution in the 
Electrical Industry 

An interesting evolution in the prog- 
ress and functions of the wholesaler is 
his growing importance in sales pro- 
motional work and bare-handed selling. 
Since the wholesaler represents the 
manufacturer, it is his obligation, so 
far as is consistent, to educate his en- 
tire organization in the technique, ap- 
plication and the market for his lines 
and to make every justifiable sales ef- 
fort to get distribution and sales volume 
for this line. The wholesaler today is 
becoming increasingly keen in this field 
and it is this phase of his operations 
perhaps more than any other which is 
cementing more and more firmly his 
long established relations with his sup- 
pliers and which is making him more 
and more indispensable. This policy 
of “Selective Distribution,” a new name 
for an established practice in electrical 
wholesaling, is a natural product of the 
times, and I believe it will be found to 
be as basically sound for other lines of 
merchandise as it has been for ours.— 
G. E. CuULLINAN, vice-president, Gray- 
bar Electric Co., in Executives Service 
Bulletin for October. 


Vv 
The Matter of Appliance Testing 


Discussion continues on the advisa- 
bility of establishing an official labora- 
tory for testing and approving domestic 
electrical appliances. This approval 
would definitely label a refrigerator, a 
range, a flatiron or a percolator as effi- 
cient and dependable or it would deny 
the label and brand it as sub-standard. 
There are two schools of thought. 

The advocates of appliance testing 
cite the experience of the gas industry 
and urge that such a central laboratory 
would relieve the expense now borne 
by the power companies in their own 
testing and also aid the public to secure 
the utmost in utility. The opponents as- 
sert that such a system of approval 
tends to degrade quality and retard 
progress, because every appliance that 
bore the label would claim perfection, 
which would becloud relative values. 
They question the ability of any labora- 


tory to grade the dependability and be- 
lieve that it would add to the cost of the 
goods, without benefiting the public. 

But the average electrical man, as 
he listens to the argument, is inclined 
to take neither side, and asks this per- 
tinent question, Does the public want to 
be protected beyond the consideration 
of safety? For people have a God-given 
right to decide what they like and what 
they do not want. Through experience, 
men and women learn to judge quality 
in silk and wool, in hardware and gro- 
ceries. As electrical appliances become 
better known in the home, won’t this 
problem of quality solve itself? Also, it 
is worth considering whether it will not 
cost less of the electrical industry’s 
money to teach the public how to judge 
quality in electrical appliances than to 
establish grade symbols, police them 
and educate the buyer to recognize them 
and depend upon them. There is an 
honest difference of opinion and a 
round-table discussion should be held to 
clarify thoughts and formulate action 
if necessary. 

In a discussion of appliance testing, 
in a recent meeting, a laboratory enthu- 
siast voiced the opinion that there 
should be a requirement of 600,000 ohms 
insulation resistance in each range. To 
which a market-minded wag replied, 
“What we ought to be talking about is 
how to overcome the resistance to put- 
ting an electric range in 600,000 ’omes.”’ 
And, after all, isn’t he right ?—Ep1to- 
RIAL in Electrical World for Octo- 
ber 15. 

v 


Ice in Air Conditioning 

It will be agreed without argument, 
I suppose, that if we are to produce 
effective cooling we must remove the 
excess moisture from the air; in other 
words dehumidify. 

Dehumidification for cooling purposes 
can be accomplished only by the use 
of a cold agent which is ice or cold 
water. We can choose to manufacture 
our own ice pretty much as we do in 
the household refrigerator or we can 
buy our ice from the ice man. 

Suppose we decide to manufacture 
our own. The refrigeration capacity 


of our household refrigerator will be, 
as a rule, one-twentieth of a ton. To 
dehumidify the air in an average seven 
room house will require three tons. 

The prevailing sentiment among the 
steel companies engaged in the devel- 
opment of steel houses and the public 
is to provide air conditioning systems 
for the houses. 

But this sentiment necessarily is 
based on the development of a system 
for a five or six room house that will 
not cost over $500 or $600 for a com- 
plete heating and air conditioning 
system. 

Which brings us back to the matter 
of ice in air conditioning. It appears 
at this time that the only systems avail- 
able to this vast market are those using 
natural ice—OLriver M. Byerty in The 
Aerologist for October. 


v 


Protecting Distributors Against 
Advertising Waste 


Insofar as we know, the practice of 
having local advertising agencies to 
work in their territories with dealers 
and distributors is original with us. 
So far the plan has produced more and 
better dealer advertising than any we 
have used or that we know of having 
been used by anyone else. It is the 
function of these local agencies to exe- 
cute advertising for the immediate re- 
quirements of our distributors and 
dealers, as these distributors and dealers 
appraise their requirements. 

We insist upon exclusive distributor- 


ships, but not upon exclusive dealer- 


ships. We do not believe that you can 
beat competition by forbidding it; we 
do not believe you can command loy- 
alty, enthusiasm and contentment by 
forbidding the dealer to try his luck 
with competing lines; but we do be- 
lieve that you can beat competition if 
your product offers higher quality, bet- 
ter designs, greater values, and if you 
apply well directed sales and adver- 
tising energy.—J. M. SKINNER, presi- 
dent, Philco Radio and Television Corp., 
in Executives Service Bulletin for 
October. 
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A Distributor of Auto Radio 

Handles Dealers’ Installations 

It is well for the wholesaler handling 
automobile radio to remember the pit- 
falls of installation. A few bad installa- 
tions can spoil a lot of sales and profits. 
It is better to take care of this part of 
the job in your own shop with your 
own man who you know is an expert, 
and charge the dealer for the service. 
The secret of correct automobile radio 
installation is in the elimination of en- 
gine noises, and in providing proper 
top aerial connections, which we were 
able to show to good advantage here 
at the store. We retained the services 
of a thoroughly competent radio and 
body expert to handle installations in 
our shop. The service charge we made 
to dealers was ample to cover the ex- 
pense of the expert. This arrangement 
relieved the dealer of all installation re- 
sponsibility, gave his customer a better 
job than the dealer could have given 
him and cost us nothing, so that it was 
ideal all around.—H. J. WEIsBeErG, gen- 
eral manager, Chapin-Owen Co., Roch- 
ester, N. Y., in Motor World Whole- 
sale for October. 


v 


Common-Sense Distribution 

No manufacturer, operating his own 
warehouse or wholesale service, would 
attempt to distribute competing makes 
of the same commodity. Neither would 
he attempt to service several trading 
areas from one warehouse point. He 
would not allow other wholesalers to 
compete with him on his own commodi- 
ties. Therefore, if the wholesaler under- 
takes successfully to render the same 
service for the manufacturer, the same 
principles must apply, namely: 

The manufacturer should not sell to 
other wholesalers within the same trad- 
ing area. 

The wholesaler should not attempt to 
cover other trading areas from the same 
warehouse point. 

The wholesaler should not attempt to 
sell any competing brands of the same 
commodity. ; 

The manufacturer must have a price 
structure that will enable the wholesaler 
to sell all classes of retailer, including 
department stores, on suitable differen- 
tials. Such a price structure must carry 
a weighted average gross profit that will 
pay a fair return to the wholesaler on 
his capital. ; 

The wholesaler should carry sufficient 
stock to service the retail trade within 
the territory. 


If either the manufacturer or the 
wholesaler fails to perform, both parties 
will suffer. Such arrangement is prac- 
tically a partnership, excepting that 
each party has his own capital invest- 
ment under his own control. 

The wholesaler must realize that an 
equitable return on his invested capital 
can be obtained only by: 





School of Depression 





DIPLOMA 


The Faculty of the School of Depression in the Town of Repression in the Worst 


State, Certify that 





has successfully completed the Two Year Course in Economic Depression and has 
Ducked, Dodged and Detoured all the Bulls, Bears and Bums attached to this Course. 


Therefore, he is awarded the Degree of D. B., (Depression Buster) and should radiate 
Good Will, Success and Health during the coming years. 


In Witness Thereof, this certificate is signed by the Head Depression Buster and the Faculty of the School 
and the Seal is duly affixed and attested thereto this 20th Day of June 1932 A. D. (After Depression). 


PROF. I. M. A. GLOOMCHASER, P. D. Q. 
PROF. B. A. BOOMER, F. O. B. 
PROF. A. DeFLATER, S. S. 


Head Depresston Buster 


P.D.Q., F.O.B, S.S, D.B 


See inside for Practical Training Course 





Awarded To Its Contractor Customers: By the Tri-State Electrical Supply Co., 
Hagerstown, Md. On the reverse side is an appeal to “go out and pick some of 
the houses you wired years ago where the cash is there, and do a selling job.” 





Lower operating expenses, to be 
attained by intensive operation within 
smaller areas. 

Elimination of expenses incurred in 
buying goods. 

Elimination of the cuts in gross profit 
resulting from price competition be- 
tween wholesalers on the sales of the 
same commodities. 


Reduction in inventories, resulting 
from the elimination of competing 
brands of the same commodities.— 


A. E. Van Brisser, Clarence Whitman & 
Sons, Inc., New York City, in Executives 
Service Bulletin for August. 


v 


Five Things Radio Dealers 
Ask of Manufacturers 
Only through the permanent pros- 
perity of the ethical dealer can the 
radio industry retain its entity and 
financial stability. 
To establish the dealer in his commu- 
nity as an energetic seller of radio 
products the manufacturer should: 


1. Stabilize model and price policies 
. . Fewer models and model changes 
. Radical changes to be announced 
not oftener than once a year. 


2. Stop demanding modifications in 
tube design . . . The evils arising from 
the recent flood of special tubes—for 
sales ammunition purposes only—are 
outweighing the minor technical advan- 
tages thus obtained. 


3. Grant territorial protection . 
Assign exclusive or semi-exclusive mar- 
kets . . . The manufacturer to use his 
best efforts to keep out of that territory 
current merchandise offered at lower 
than suggested lists. 

4. Render practical sales help . 
The efforts of the manufacturer and 


wholesaler should be more largely de- 
voted to helping the dealer solve his 
“point of sale” problems. 


5. Go on record as subscribing to 
these policies—R. J. SuTCLIFFE in Ra- 
dio Retailing for October. 


v 


When a Salesman "Ragged" the 
Buyer 

Occasionally, in spite of all our deliv- 
eries, some customer will call me just 
when a truck has left and want some- 
thing in a big hurry. As a rule, I put 
the order in my car and deliver it per- 
sonally. In most cases this service is 
highly appreciated, but I recall one time 
when a chronic hurry-up buyer wanted 
some hack-saw blades immediately. Our 
truck had just left so I promised to 
deliver them myself. It was 10 miles 
out of the way, but I was glad to make 
the trip to help out my customer. 


The next day happened to be my reg- 
ular day for calling at this plant, so I 
stopped as usual, and there was my 
package of hack-saw blades still un- 
opened! I ragged the buyer about it 
considerably and told him that I knew 
he didn’t want us to lose money on his 
business, but that was exactly what we 
were doing due to his constant demand 
for rush orders. Since then he has 
not shouted “Wolf, wolf!” unless he 
meant it. I have found that the chronic 
hurry-up buyer does not realize the cost 
of service and is not so apt to impose 
on your good nature if you state the 
facts—M. VorcuT, salesman, Pritzlaff 
Hardware Co., Milwaukee, in Mill Sup- 
plies for October. 
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News 


from the Field 


Ech month "Electrical Wholesal- 
ing" sends "What's the News?" sheets to 
electrical wholesalers and specialty distribu- 


tors. Voluntary contributions of news items 
and snapshots are invited from our readers 








Walter J.Drury,N.E.W.A. Chair- 
man, Has Had Active Career 
The election of Walter Drury as 

chairman of the National Electrical 

Wholesalers’ Association climaxes a 

long career of service to the electri- 

cal industry. Mr. Drury was presi- 
dent of the New York Electrical As- 
sociation in 1925 and 1926 and has 
been chairman of the New York City 

Electrical Wholesalers for several 

years. 

His first job was with the Western 
Electric Co. in 1904 and his first duty 
was soldering jacks for telephone 
switchboards, This job kept him busy 
for three months. Other jobs of a 
somewhat similar nature followed for 
the next three years until he became 
conversant with the important fea- 
tures of the switchboard, installation, 
telephone sales and equipment engi- 
neering departments at the Chicago 
and Hawthorne plants. 

In March, 1910, Mr. Drury moved 
to St. Louis as telephone specialist. 








His Salesmanship "Sold" Him: 


N. J. 
Etienne sold Zenith radios to Chanslor 
& Lyon Stores. Inc., of San Francisco, 
for over five years, then he became 
manager of their wholesale department, 
and is now in direct charge of both 


radio and refrigeration. This is primarily 
an automotive house, P. H. Lyon is 
president and W. G. Chanslor, vice- 
president. They handle Zenith radios 
and Leonard refrigerators. 


Two years later he was called to the 
general telephone sales department, a 
tribute to his knowledge of the line. 
In three months he was again trans- 
ferred, this time to Dallas as sales 
manager. He had scored a success 
in sales work. 

Mr. Drury’s progress from that 
point on became quite rapid. He was 
made manager of the Cleveland house 
in 1917 and two years later sales 
manager of the New York house. In 
1923, he became eastern district man- 
ager for the company. 

When Graybar Electric Co. be- 
came an employee-owned concern, 
Mr. Drury was named as a member 
of the board of directors. 


v 


Dutch Girl Enlivens Exhibit of 

Englewood Supply Company 

On November 16, the Englewood 
Electrical Supply Co., Chicago, en- 
tertained all its electrical contractors, 
electrical supply and lighting fixture 
dealers, hardware and other retail 
customers. For guests the following 
night, they had members of the per- 
sonnels of their industrial customers, 
including their master electricians 
and maintenance men. Refreshments 
were served. Manufacturers cooper- 
ated with exhibits of their products. 
One of the busiest exhibits was that 
of Van Cleef Bros., Chicago, where 
a living model, dressed as a Dutch 
girl, personified this manufacturers’ 


trade mark. 
Vv 


Meyberg Appoints Swenson as 
Sales Promotion Manager 

A. H. Meyer, president of the Leo 
J. Meyberg Co., San Francisco, an- 
nounces the appointment of L. R. 
Swenson as sales promotion manager. 
Mr. Swenson was formerly sales 
manager of the Thor-Pacific Co. and 
before that had been connected with 
the Valley Electric Co., at Fresno, 
Calif. 


Changes in the Westinghouse 
Electric Supply Co. 

On November 1, A. D. Peabody 
resigned as southwest division man- 
ager of the Westinghouse Electric 
Supply Co. to become district man- 
ager of the merchandise department 
of the parent company at St. Louis. 
The southwest division will be oper- 
ated out of St. Louis under G. H. 
Miller, manager of the Midwest dis- 
trict, with M. F. Starrett, division 
sales manager, also acting as man- 
ager of the Dallas house. 

The branch house at Long Beach, 
Calif., Mas been closed while a new 
branch has been opened at 400 S. 
Emporia Ave., Wichita, Kans. The 
new house will be a part of the Mid- 
west division, reporting to St. Louis, 
and will be in charge of R. R. Farry, 
formerly manager at Trenton, N. J. 

The Flint, Mich., branch has been 
moved from 1022 Begole St. to 1314 
Saginaw St. 

At Des Moines, G. C. Merritt has 
been appointed acting manager, suc- 
ceeding E. T. Collins, resigned. 


v 


Shackelford Transferred by 
G. E. Supply 

R. A. Shackleford, formerly dis- 
trict manager of appliance sales at 
Philadelphia, has been transferred to 
the merchandise department of the 
parent company at Bridgeport. He 
is succeeded at Philadelphia by R. L. 
Balch, formerly with the Bridgeport 
headquarters organization of the sup- 
ply corporation. 

The Nashville, Tenn., branch of 
the General Electric Supply Corp. 
has been moved to 524 Broad St. 


v 


Conduit Electric in New 
Quarters 


The Conduit Electric Supply Co { 


Syracuse, N. Y., has moved from 
244 W. Jefferson St. to larger quar- 
ters at 302 W. Jefferson St. 
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Personals 





A. L. CAHALEY is a new salesman 
with the Belmont Corp., Minneapolis, 
Minn. 

J. F. Warrous, formerly with the 
Westinghouse Electric and Mfg. Co., 
is now manager of the appliance de- 
partment at the Westinghouse Electric 
Supply Co., Houston, Tex. T. O. Flynn, 
formerly with the Dallas house, is serv- 
ice manager at Houston. 

J. E. OBLinGER is covering the rural 
section on all lines for the Superior- 
Sterling Co., of Bluefield, W. Va. 

Jack RuBLeE will travel northeastern 
Oklahoma for the Brown Electric Co., 
Oklahoma City, with headquarters at 
Tulsa. 

E. S. Van KouGuHnet and Kenneth 
Cunningham have joined the sales force 
of the Sterling Electric Co., Minneapo- 
lis, Minn. Arnold Baker is a new in- 
side man. 

Otto Kruse is selling for Bihl Bros., 
Buffalo, N. Y. 

W. M. KorHAMMER, JR. has been 
added to the sales organization of Jos- 
eph Kurzon Inc., New York City. 


v 
Lines Added by Wholesalers 


STERLING Exectric Co., Minneapolis, 
Minn.—Kelvinator oil burner. 

Jos—EpH Kurzon, Inc., New York 
City—Cadillac vacuum cleaner. 

TRIANGLE WHOLESALE ELEctTRIC Co., 
Muncie, Ind.—‘‘Fada” radio. 





Rapio EQuiPpMENT Co. oF TEXAS, 
Dallas, Tex.—“Universal” appliances. 

Eorr Etectric, INnc., Salem, Ore.— 
Arvin electric heater and ‘““White Cross” 
appliances. 

NEWARK Distrisutors, INnc., New- 
ark, N. J.—Progressive oil burner. 

Tri STATE Ecectric Co., Sioux Falls, 
S. Dak.—Arvin fan driven heater and 
“Nesco” electric casseroles. 

M. A. HartTLEy AND Co., Staunton, 
Va.—‘Fada” radio. 

Murray ELectricAL Supprty Co., 
New York City—American Circular 
Loom Co. 

McINtTyYRE-BurRRALL Co., Milwaukee, 
Wis.—“‘Everwear” oil heater. 


v 





Graybar Now Exclusive Colonial 
Distributor 
With the Graybar Electric Co. 
serving as exclusive distributors, the 
Colonial Radio Corp. of Buffalo, 
N. Y., is introducing a new line of 
radio receivers to the public. 


According to F. G. Carson, vice- 
president of Colonial, a complete line 
of sets will be in the hands of the 
Graybar branch houses within a few 
weeks and the price range will be 
from under $20 to about $100. Cabi- 
nets for the complete line are to be 
supplied by the Adler Manufacturing 
Co. of Louisville, Ky. 

Distribution of the Colonial line in 
75 cities will be aggressively pursued 
by the Graybar houses, according to 
D. H. O’Brien, general merchandise 
manager of the Graybar Electric Co. 

Colonial Radio Corp. will put into 
the field a number of sales promotion 
men. 

¥ 


Sterling Electric Expands 


The Sterling Electric Co., Minne- 
apolis, Minn., has enlarged its ware- 
house space and now occupies the 


entire building at 33 S. 5th St. W. 
E. Stephenson, treasurer of this 


company, also advises the recent pur- 
chase of a complete bookkeeping ma- 
chine in order to reduce accounting 
costs and to enable detailed cost and 
sales records to be kept for each 
salesman. 

v 


Mclntyre-Burrall Moves 
The MclIntyre-Burrall Co. of Mil- 
waukee, Wis., has moved from 1650 
W. Fond Du Lac Ave., to larger 
quarters at 102 W. Kilbourne Ave. 





Heads New Department: F. R. Wil- 
liamson has been appointed manager of 
the new electrical specialty department 
of the Globe Machinery & Supply Co., 
Des Moines, Ia. This department is 
merchandising washers, oil burners, and 
refrigerators. Other lines may be added 
in the future. 





When Wives Watch the Credits 


“A little thing that we have learned 
in the recent depression,” says E. L. 
McDonnell of the California Electric 
Supply Co., San Francisco, “is that 
where the wife has been brought 
down town to run the store the credit 
of that dealer is almost invariably 
better after the move than before. 
This is because she is a better col- 
lector and watches the store’s own 
credits better than was the case be- 
fore her advent into the business.” 





Delinquent Electrical Accounts 


(National Electrical Credit Association) 
Number of Accounts Reported 











% % 
Increase Increase 
October or 10 Months or 
Division 1931 1932 Decrease 1931 1932 Decrease 
New York .....<ce.. wes B00 174 —33.8% 2409 2353 — 2.3% 
Middle & Southern Atlantic 
RMN SAUD Latte ncaa 87 89 + 2.3% 1166 1053 — 97% 
New Hugend. ... 6.6500 sets 79 82 + 3.8% 920 992 + 7.8% 
OUEREAD (ooo baieoiw ocean 558 335 — 40.0% 5603 4476 —20.1% 
"ROME es oc ca iwiewce een 987 680 —31.1% 10098 8874 —12.1% 
Total Amounts Reported 
% % 
Increase Increase 
October or 10 Months or 
Division 1931 1932 Decrease 1931 1932 Decrease 
New York ........$35,514 $15,448 —56.5% $311,829 $208,950 —33.6% 
Middle & Southern 
Atlantic States 9,627 5,095 —47.0% 146,633 92,249 —37.0% 
New England ..... 4,779 7,473 +56.4% 79,625 78,777 — 10% 
COMMEOE ua seiwencens 45,494 20,088 —55.8% 503,955 313,624 —37.8% 
TOPAL. (os ciicews $95,414 $48,104 —49.6% $1,042,042 $691,600 —33.6% 
Average Amounts 
1931 1932 1931 1932 
Nee CON cose scl hae lle Piyas ae toe ed $135 $90 $1291 $909 
Middle and Southern Atlantic States.......... 111 57 1241 894 
NUNT PREMIERE 5 cla cary o nd Baek uem et woe dahs 60 91 837 755 
CO arcs ee es oui ea eee Bee duweutes 82 60 896 691 
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Threads, while occupying but a small part of each length of 
conduit, play a very important part in installation. If they fit 
easily, the job moves ahead rapidly—if trouble results from 
faulty threads, time is lost and someone loses money. For this 
reason, the threads on Fretz-Moon Conduit are cut deep, 
sharp, clean and true—they fit faster and save money. Fretz- 
Moon Conduit is available in three finishes—ENAMELITE, 
black enamel; ELECTRO GALVITE, electro-galvanized; HOT 
DIPPED GALVITE, hot galvanized. Choose from these three. 


FRETZ-MOON TUBE COMPANY, INC. ¢ BUTLER, PENNA. 


FRETZ-MOON 


R/ICG/D CONDUIT 











Lots 
Lots 
Lots 
Lots 
Lots 


520 N. Michigan 


Wholesalers ! 





Merchandise Your Services 


To Your Customers 


with the N.E.W.A's Declaration of 


“The Electrical Wholesaler’s 


Position in the Industry” 








of 100 $3.50 
of 200 4.00 
of 300 4.50 
of 500 5.50 
of 700 6.50 


Ave. 


Lots 
Lots 
Lots 
Lots 
Lots 


Order from 


of 1,000 $ 8.00 
of 1,500 10.50 
of 2,000 13.00 
of 3,000 17.00 
of 5,000 25.00 


ELECTRICAL WHOLESALING 


Send each customer a copy of this declaration as it appeared 
in last month's "Electrical Wholesaling." 
able at a moderate cost. 


Reprints are avail- 


Chicago, Ill. 
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Credit Conditions in the 
Northwest Appalling 

The following statement appears 
as an editorial in the December issue 
of The Constructor, the official pub- 
lication of the National Electrical 
Contractors’ Associaticn : 

“Recently the credit man for one 
of the ‘Big Three’ national electri- 
cal wholesalers in Minnesota told an 
electrical contractor that this year 
the ‘Big Three’ in that Northwest 
territory alone have written off their 
books $300,000 due to failures of 
electrical contractors. 

“This figure seemed stupendous 
and incredible to our member, but 
when he was shown tabulated jobs 
and the losses the wholesalers took 
on those jobs due to failure of the 
contractors, he was compelled to be- 
lieve the figures. 

“The national credit managers of 
the ‘Big Three’ each will deny that 
their house is guilty of ‘unjustified 
credits’. But such figures as these re- 
ported from the Minnesota branches 
cannot be pushed aside by such de- 
nials. A whole industry is desperate. 

“If the losses in the Northwest ter- 
ritory this year from failures of 
electrical contractors have been 
$300,000, is our system of distribu- 
tion right which permits such a von- 
dition? The failures of these contrac- 
tors meant work taken too cheaply, 
insufficient capital or ability to do 
the work, or an already over-ex- 
tended credit ignored by the whole- 
saler. Their failure means not only 
$300,000 loss to the wholesalers— 
but also an immeasurable loss to the 
remaining contractors in lowered vol- 
ume of profitable business and in es- 
tablishing devastating price levels. 

“The credit situation is not a re- 
flection upon any individual credit 
manager—it is a cancer eating into 
the industry’s vitals, for which every 
industry executive should seek a 
cure. 

“Local wholesaler executives and 
local contractors should get together 
promptly in every territory and study 
the situation earnestly and honestly. 
Each group should report to its na- 
tional association their local findings 
and their own conclusions. 

“A national conference between 
N.E.W.A. and N.E.C.A. can be a 
clearing house for these findings and 
a guide to a curative policy—but it 
will not avail the Northwest or any 
other territory if the cure is delayed 
until the patient is dead.” 
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Acctivities 





Manufacturers’ 








a news of changes 
in policy, personnel and location. 
Illustrations of new and improved 
electrical products and announce- 
ments of latest trade literatures 








Westinghouse Elects Two 
Vice-Presidents 

F. A. Merrick, president of the 
Westinghouse Electric and Manufac- 
turing Co., has announced the elec- 
tion of two vice-presidents. 

C. E. Stephens, formerly commer- 
cial vice-president, with headquarters 
in New York, was elected vice-presi- 
dent. He will remain in New York. 

N. G. Symonds, formerly commer- 
cial vice-president at Chicago, was 
elected vice-president in charge of 
sales. His headquarters will be at 
the general offices of the company in 
East Pittsburgh, where he will report 
directly to J. S. Tritle, vice-president 
and general manager. 


v 


Wiremold Exploits "Stage" 
Window Lighting 

Among “big” store window display 
experts “stage” lighting technique 
has long been utilized to increase the 
pulling power of their show win- 
dows. The small merchant, however, 
has been shying off from this method 
because he believed elaborate and 
costly equipment to be necessary. So 








All Set for the Contractor: At the Elec- 
trical Contractors Convention at Kansas 
City, Pass and Seymour, Inc., had a 
display of their new line of wall plate 


merchandise. On hand, ready to give 
contractors all the “dope” were C. L. 
Nicholson, sales manager, “Vic” Des- 
pard, vice-president and designer of the 
new line, and Stanley D. Whitford, Chi- 
cago district representative. 


the Wiremold Co., Hartford, Conn., 
recently conducted a demonstration 
campaign. The campaign was 
planned to show both small store 
keepers and electrical contractors 
that the “stage” lighting idea could 
be applied effectively to small store 
windows at a cost well within reach 
of the average neighborhood mer- 
chant—and that these jobs were well 
worth the attention of contractors 
because of the tremendous number 
of small store windows just waiting 
for such improvement. The lighting 
company will retain the Wiremold 
installation as permanent equipment 
in the window—to be used by con- 
tractors and the company’s own 
lighting experts in demonstrating the 
new lighting idea to prospective cus- 
tomers. 
v 


George Baily Dies 

George Baily, assistant sales man- 
ager of the Westinghouse Merchan- 
dising Department, died of cerebral 
hemorrhage on October 29 while 
attending the Pitt-Notre Dame foot- 
ball game in Pittsburgh. 

Mr. Baily was born in Baltimore, 
attended Lehigh University, gradu- 
ating in 1904. He was an outstand- 
ing athlete in college, starring in foot- 
ball. Following his graduation he 
came to Pittsburgh and_ entered 
the construction business. Later he 
moved to Cincinnati, where he 
entered the employ of the Westing- 
house Electric and Manufacturing 
Co., in its Cincinnati sales office. He 
remained there until 1917, when he 
received a commission in the 308th 
Engineers as major, serving through- 
out the war. 

After the armistice, he returned to 
the Cincinnati office. Later he was 
sent to Pittsburgh, then to New 
York. From New York he was 
transferred to the Pacific Coast. 
Then he returned east, making his 
headquarters in Mansfield, O. 





Van Cleef Bros. Announce Cam- 
paign for Wholesalers’ Salesmen 
Something new in the way of sales 
campaigns has been inaugurated by 
Van Cleef Bros., Chicago, Ill., for 
their wholesalers’ salesmen. It is 
called the 35 Day “Whirlwind” 
Sales Campaign, lasting exactly 35 
working days, beginning October 31 
and ending December 10, just before 
Christmas. Over 300 wholesalers 
have enrolled with more than 2,500 
wholesalers’ salesmen participating. 


v 


Signal Appoints New 
Representative 

The Signal Electric Mfg. Co., Me- 
nominee, Mich., announces the ap- 
pointment of the Wood & Anderson 
Co., 915 Olive St., St. Louis, Mo., as 
its new direct factory representative 
for the territory comprising the 
states of Missouri, Kansas, Nebraska, 
Illinois south from Springfield, and 
Iowa west from Fort Dodge. Ware- 
house stocks will be maintained at 
both St. Louis and Kansas City. 
The appointment took effect Novem- 
ber 10. 








Highlights From Benjamin: This manu- 
facturer was well represented at the 
Electragists’ Convention at Kansas City 
by C. B. Harlow, sales manager, O. C. 
Wertberg, St. Louis representative, and 
H. R. Heitzman from Dallas, Tex. 
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CHOOSE_EITHER with. 





F you figure that tape is just tape, 
six rolls of one kind are just as 
good as half a dozen of another. 


That is not true with Panther Friction 
and Dragon Rubber Tapes. You 
choose either with safety, knowing 
that both are good tapes. Both 
have their adhesiveness and tensile 
strength assured by the Okonite, 
Okonite-Callender and Hazard repu- 
tation for quality. Both are attrac- 
tively packed, wound on individual 
green cores, cellophane wrapped and 
sealed and extensively advertised. 
Both are marketed exclusively 
through the wholesale trade. 





Here then is a case where your trade 
will not agree that six of one are as 
good as half a dozen of the other. 
With a difference so marked they are 
bound to choose Panther or Dragon 
Tape in the end. Why not give them 
that choice to start with? 





4 
1: 





Hazard Insulated Wire Works 


Division of 


The Okonite Company 
Passaic, N. J. 











Arthur C. Roy Transferred 
by General Electric 

Arthur C. Roy, formerly in the 
sales promotion department of the 
Incandescent Lamp Department of 
the General Electric Co., has been 
transferred to the advertising divi- 
sion of the Air Conditioning De- 
partment. 

Vv 


Frigidaire Purchases 
Meterice Co. 


Purchase of the good will and 
assets of Meterice of America, Ltd., 
has been announced by the Frigidaire 
Corp. These meters will be used in 
merchandising Frigidaire in depart- 
ment and furniture stores, according 
to a company announcement which 
iurther states that hundreds of thou- 
sands of dollars have been spent in 
jointly advertising the product and 
the plan, thereby making a closer 
affiliation of the two companies 
desirable. 

Vv 


Fada Radio Increases Prices 

R. M. Klein, general manager, 
Fada Radio and Electric Corp., Long 
Island City, N. Y., announced on 
November 16 an increase in price on 
several of the leading models of Fada 
radio sets effective on that date. 

In commenting on this action, Mr. 
Klein stated: “We raised our prices 
—we do not regret it—we feel, 
rather, that we should have done it 
sooner, and if each and every banker 
in considering the renewal of a doubt- 
ful loan would make the loan to a 
manufacturer provided the manufac- 
turer agreed to immediately increase 
his prices, it would go a long way 
toward achieving the desideratum and 
would do more to improve general 
business conditions than could be ac- 
complished by 10 Hoovers, 10 Roose- 
velts, or 10 adjustments of the for- 
eign debt. 

“Let each and every manufacturer 
in each and every industry give due 
regard to this factor, with actions ac- 
cordingly, and prosperity will imme- 
diately walk around the corner head- 


ed our way.” 
v 


General Electric Seeks Sugges- 
tions from Radio Listeners 
In an effort to improve the adver- 
tising part of its Daily Circle Pro- 
grams, to bring more people into 
dealers’ stores and to stimulate inter- 


est in its products, General Electric 
will inaugurate a national contest 
November 21, in which $1,000 worth 
of prizes will be given away weekly 
for a period of four weeks to the 
listeners having the best suggestions 
on “How Would You Improve Ad- 
vertising Over the Radio?” To enter 
the contest the listener will be asked 
to secure an entry blank from his 
nearest General Electric dealer. 

In this contest the radio listener, 
for the first time, will have an oppor- 
tunity to express his opinions as to 
what he likes best and why. The con- 
test represents a serious attempt on 
the part of the sponsor to give the 
public what it wants. 


v 
Old L & G Men With Incandes- 
cent Supply 

Simultaneously with the announce- 
ment of the liquidation of the San 
Francisco branch of Listenwalter & 
Gough comes the news that at least 
four of the old L & G men are all 
set in new positions. They have gone 
with the Incandescent Supply Co., 
wholesale distributor of supplies, 
appliances, radio and fixtures, at 726 
Mission St. 

E. A. Phillips, generally known as 
“Al,” formerly local sales manager 
for Listenwalter & Gough, is now 
manager of the supply department at 
Incandescent, and with him are three 
of his old salesmen—E. E. Buerkel, 
C. S. (Steve) Lovelace and Don 
Hopkins. 








"Congratulations!" N. H. Boynton, left, 


and E. E. Potter, general sales man- 
agers, respectively, of the western and 
eastern sales groups of the _ Incan- 
descent Lamp Department of the Gen- 
eral Electric Co., congratulate each oth- 
er on the showings made by their forces 
in the recently completed “Dig In” cam- 
paign, a summer new business activity, 
which produced $1,721,800 in new busi- 
ness during the four-month period from 
June 1 to September 30. 
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Prot opportunities 


grow with 9 _\W/ATT 
NEON GLOW LAMP 


national advertising 





Sales every day—with a generous margin of profit — 
dealers in electrical goods everywhere now report. 





That’s the response to Neon Glow Lamp advertising 
Manufacturers Men on The Job: Pres- 
ent at the recent meeting of the Na- 
tional Electrical Contractors Associa- 
tion at Kansas City were: H. A. Roes, 
manufacturer’s representative in Kansas 
City; G. J. Biller, president, Day-Brite 
Reflector Co. St. Louis and W. F. 
Howe, manufacturer’s representative in 
Kansas City. 


which appears in Good Housekeeping with its more 
than 2,000,000 readers. 


These advertisements describe the unduplicated 
economy of Neon Glow Lamps—over 3,000 hours of 
continuous light for a few cents a month. And their 


many uses—as night lights in bathroom, nursery, 








sick rooms, stairways, etc. As pilots and signals in 





| A colorful counter-window display card industry. For many laboratory purposes. Get ready 
2500 Men Re-employed by G. E. | with cas! is available for dealers. Also still faster selling. Stock and display them— 
- a ae ‘ | attractively illustrated folders. Specify ag : 
Air Conditioning Business quantity desired when ordering lamps. watch how they sell! General Electric Vapor Lamp 
Approximately 2500 men have Qe ee Co., 891 Adams Street, Hoboken, N. J. 


been put to work in connection with 


the manufacture, sale and installation GENERAL @ ELECTRIC 


of the new General Electric oil fur- 

nace and other air conditioning prod- | VAPOR LAMP COMPANY 
ucts, according to an announcement tiie a 
by J. J. Donovan, manager of the 
company’s newly- -formed Air Condi- | 

tioning Department. About 1500 men | =) | g U c SS 
have been employed by dealers in | Q 
connection with the new operation, | | AB TO @4 pry Of = 
despite the fact that the oil furnace | lj 

is not being given national distribu- | 
tion. The sales are being limited to | 
about 45 important cities along the 
Atlantic seaboard. These new em- 
ployes include salesmen, engineers, | 
clerks, steamfitters, laborers, and | 
helpers. In addition to these, a large | 
aie of men have been teen. Lower cost wall outlets have FLE CTROTRIM 
ployed by the General Electric Co.| been demanded for years! Now | Electrotrim is the first and ONLY 


in connection with the engineering, | 2-wire non-metallic surface exten- 
ms! that they are here — what are | « 
production, and manufacture of the Y sion material approved by the 











. . . . i i U d * : s . 

oil furnace and air conditioner. you doing about it? ftihad to tour esha te athe 
’ | Orders from Contractor Dealers are increasing | nize with any baseboard, mould- o 

| daily. Thousands of inquiries are being fur- | ing or wall to which it is ap- ,°* 

BullDog Announces New nished Electrotrim jobbers! In many localities | plied. Protected by 5  % 

S | R tati the Public Utility is actively cooperating with | basic Patents. Fs 
ales Representative | jobbers and contractor dealers. For Safety’s wae 
The BullDog Electric Products Co.| Are you getting your share of this BIG Profit | $%"y,., ya or 


has recently appointed two new | business? Special $23.50 and $7.15 Introductory | Electrical a tf 





A ° | Sontri ¢ 7 
sales representatives: the Electrical | — are EASY to Sell. Net you 36% | Cont wee _ e 
Cc > ig | ¢ \ os 
ee he ener eee oe ee "| Don’t Delay ANOTHER DAY. Get full dee | 6° 9. 9 
Colo., will cover the states of Colo-|  ;ait, by returning coupon NOW. ae ott oe 
rado, ‘Wyoming, Utah, New Mexico, ft te 
Montana and western Nebraska. | ELECTROTRIM, Inc. Pa ya e 
Paul A. Michler, 5523 McComas | ‘ : of” og el” 
. e \\ 
Ave., Dallas, Tex., will represent this Union City, Ind a a aD P 
<& 
company in Texas and Oklahoma. | ae Resa: Oe ¥ a a 
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New Products 


SUPPLIES and EQUIPMENT 











High Water Alarm 


An inexpensive high water alarm, for 
use Over sump or open tanks, sounds a 
warning when the liquid reaches a dan- 
gerously high level. The alarm consists 
of a single pole pressure switch, trans- 
former and signal bell, all wired in one 
unit and mounted on a one inch pipe. 
A rising column of liquid in the pipe 
exerts air pressure on the diaphragm of 
the switch, closing a contact and ring- 
ing the bell. The signal will continue 
until the high liquid level has been re- 
duced to a safe limit. Square D Co., 
Industrial Controller Division, Milwau- 
kee, Wis.—Electrical Wholesaling, De- 


cember, 1932. 


"Detector" Lamp 


A new Mazda “detector” lamp which 
continues to glow after failure is made 
in an F6% bulb with regular miniature 
screw base and is designed for series 
burning in strings of eight sockets each. 
This new lamp is available with clear bulb 





or coated bulbs in colors. Each lamp con- 
tains a small quantity of Neon gas. When 
a burnout occurs, the full voltage is im- 
pressed across the terminals of the lamp, 
resulting in the characteristic Neon glow. 
A portion of the glass bulb near the base 
of the lamp is left uncoated to permit 


ready detection of the glow. Westing- 
house Lamp Co., 150 Broadway, New 
York City—Electrical Wholesaling, De- 
cember, 1932. 


Rotary Snap Switch 


No. 711, single pole, single throw, 
rotary snap switch has smooth, positive 
action and perfect 
contact with minimum 
contact resistance, as 
proven by the severest 
tests. The simplicity 
of working parts and 
the ease of mounting 
make this switch espe- 
cially applicable for 
radio receiver assem- 
bly. It is rated three 
amperes at 125 volts. 
Wirt Co., 5221 Greene 
St., Germantown, Philadelphia, Pa.—Elec- 
trical Wholesaling, December, 1932. 





Assembled Window Lighting 
Unit 
Each “Thrifty-Three” show window 
unit includes a 36” wireway of “Curti- 


Strip” channel wired with three lamp 
sockets fitted with holders to carry the 

















three No. 310 X-Ray “Favorite” re- 
flectors; also a plug-in outlet to provide 
current for a floodlight or another 
“Thrifty-Three” unit. Two. universal 
hangers included with each unit make 
possible installation in several different 
ways. All parts needed, except lamps, 
are included. Curtis Lighting, Inc., 1123 
W. Jackson Blvd., Chicago, Ill—Electrical 
Wholesaling, December, 1932. 


New Mazda Tubular Lamp 


This new 75 watt Mazda tubular lamp 
fills an important gap in the line of 
tubular light sources for case and coun- 
ter lighting and for general illumination 
purposes. Made in a T-10 clear bulb, 
it has medium screw base, overall length 
of 11%” and is designed for a life of 
1000 hours. This lamp is especially 
adapted for high intensity display case 
lighting. Other uses include the illumina- 
tion of wall paintings, in transparencies 
and etched signs, in luminous columns and 
pilasters and in ceiling boxes of the mod- 
ern built-in type. List price is’ $1.50 with 
an extra charge of 10 cents for outside 
frosting. Westinghouse Lamp Co., Bloom- 





field, N. J., and Incandescent Lamp Dept., 
General Electric Co., Cleveland, O.—Elec- 
trical Wholesaling, December, 1932. 


"Kick-Off" Device 


The purpose of this “kick-off” device 
is the automatic closing of the electrical 
circuit of defective or broken sections, 
from electrode to electrode, on Neon 
signs. It prevents “leaks” from putting 
heavy loads on the transformer, thus 
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avoiding many burnouts. With this de- 
vice it is unnecessary to test an entire 
sign to locate trouble. It also does away 
with exterior and loose wiring when 
making temporary repairs. Easily in- 
stalled in either new or old Neon signs, 
it is mounted in back of the socket be- 
tween electrodes of each section. As it 
closes the circuit of the broken section, 
it obviously prevents loss of prestige 
of complete advertising and in many 
cases avoids the necessitiy for rebates 
for loss of advertising time. Malco 
Electric Supply Co., 513 Huron Rd., 
Cleveland, O.— Electrical Wholesaling, 
December, 1932. 


Capacitor Transformers 


Intended for correcting low power fac- 
tor in existing luminous-tube sign instal- 
lations, these new units consist of a ca- 
pacitor assembled with an_ air-cooled 
auto-transformer which steps up the sup- 
ply voltage to a value permitting the 


: 


most economical capacitor design. The 
capacitor-transformer is connected di- 
rectly across the primary supply line and 
can be used to correct the power-factor of 
a group of signs. General Electric Co., 
Schenectady, N. Y.—Electrical Wholesal- 
ing, December, 1932. 
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"Floodlites" 


Constructed of oxidized aluminum, the 
new No. 800 and No. 802 “Floodlites” 





are impervious to adverse weather con- 
ditions. The reflector is 9%4” in diam- 
eter. No. 800 has a porcelain socket 
with metal cap threaded for %4” conduit. 
No. 802 is equipped with adjustable 
bracket, waterproof cord and plug. Both 
models are designed for 100, 150, or 200 
watt lamps. It is claimed that the area 
of light is exceedingly smooth, without 
shadows or light streaks. List price 
$3.50. S and M Lamp Co., Los An- 
geles, Calif.—Electrical Wholesaling, De- 
cember, 1932. 


Sawing Vise 

Designed for cutting square-ends on 
thin wall copper or brass tubing, this 
device will not crush or mar the pipe 
A strip of cotton webbing and piece of 
rosin are included for use when cut- 
ting polished nickel tubing. This square- 
end sawing vise is made of aluminum 





with steel inserts to increase strength. 
It is self-contained, quick acting, light 
in weight and simple to use. All sizes 
of tubing are quickly locked into posi- 
tion by means of the reversible vise 
block. A convenient thumb screw pre- 
vents over-pressure and crushing. A 
long “V” trough insures accurate cen- 
tering and the saw guide prevents the 
saw-blade from “running.” List price 
$5.00. Borden Co., Warren, O.—Electri- 
cal Wholesaling, December, 1932. 


Straight Line Fitting 


This adjustable junction box (5742-A) 
is designed to facilitate installations 
where circuits must be picked up from 
existing outlets located in the baseboards. 
A feature of this new fitting is an elbow 
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adjustable to various thicknesses of base- 
board by means of which Wiremold may 
be so. closely fitted to any baseboard that 
it becomes, to all appearances, a part of 
the interior trim itself. Kmnock-out ar- 
rangements provide for right or left hand 
twisted elbow, twisted tee or cross con- 
nections. The Wiremold Co., Hartford, 
Conn.—Electrical Wholesaling, Decem- 
ber, 1932. 
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Direct Reading Ohmmeter 


A self-contained instrument, this new 
double-range ohmeter, requires no ex- 
ternal source of voltage for its opera- 





tion and measures ohms as directly and 
easily as a voltmeter measures volts. 
The resistance ranges of 5000 and 50,- 
000 ohms, are selected by flipping a 
toggle switch. Powered by an ordinary 
1.5 volt flashlight cell, the instrument 
requires such minute current that the 
useful cell life is determined more by 
the ‘shelf life’ than by the service to 
which the ohmeter is subjected. There 
is an external means for adjusting for 
change in cell output on the side of 
the case, so that accurate readings are 
always possible. Westinghouse Electric 
and Mfg. Co., East Pittsburgh. Pa— 
Electrical Wholesaling, December, 1932. 


Clamp Type Lug 


To install this new type lug requires 
only a wrench and a minute or so of 
time. The compression principle used pro- 
vides contact over a large cable area in 
close intimacy with the contact tongue of 
the lug. Designs of lugs have been pre- 
pared for all standard wire and cable 


sizes as well as odd combinations of 
angle connections for single and multiple 





conductors. Another advantage is the 
locking arrangement which prevents loos- 
ening even under extreme conditions of 
vibration. To disconnect the terminal 
from the wire or cable is equally simple, 
since only a wrench is required. Losing 
the cable from the lug due to overload 
or short circuit is impossible, since there 
is no solder to run out at the raised tem- 
perature. Burndy Engineering Co., Inc., 
305 E. 45th St., New York City—Electri- 
cal Wholesaling, December, 1932. 


Clip Clamps 

Clip clamps eliminate the weak defec- 
tive link in all electric circuits, namely, 
contact between fuse and fuse clips. 
They prevent overheating, premature 
blowing of fuses and waste caused by 
imperfect contact at the clips. It is also 
stated that this device prevents losses at 
the clips of wattage and voltage drop 

















caused by heat and also increases the effi- 
ciency of the fuse. H. S. Creque, 250 N. 
llth St., Philadelphia, Pa.—Electrical 
Wholesaling, December, 1932. 


Accessible Fused Meter Switch 


Available with or without lighting cir- 
cuits, this unit is complete in one cabinet. 





Upper compartment contains 60 amp., 
sequence type, accessible fused switch. 
Lower compartment houses range circuit, 
with or without lighting circuits. Cabinet 
has two doors permitting sealing of upper 
compartment with main switch and mak- 
ing branch circuit fuses accessible by 
opening lower door. Upper door permits 
access to main fuses when switch is in 
“off” position. Range circuit is provided 
with safe pull cover for inserting or re- 
moving fuses. Lower door has inside 
card holder with card for designating cir- 
cuits. Wadsworth Electric Mfg. Co., Cov- 
ington, Ky.—Electrical Wholesaling, De- 
cember, 1932. 
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” New Products 
APPLIANCES and SPECIALTIES 











All-Round Kitchen Appliance 

The “Kitchen-Etta” is a beater, food 
chopper, knife sharpener, juice extractor, 
drink mixer, coffee grinder and ice cube 
cheoper. It is fitted with double worm 
gear drive and air cooled Gilbert motor, 
with four power outlets, and three con- 
trolled speed variations for each func- 
tion. The arm tilts back for use with 
beater. All attachments click on without 
screws or bolts. List price, $24.50. Extra 
coffee grinder and ice cube breaker, $2.50 
each. A. C. Gilbert Co., New Haven, 
Conn.—Electrical Wholesaling, Decem- 
ber, 1932. 


Humidifier and Air Conditioner 


Important features of the “Aquazone” 
are: a six gallon reservoir for water 
with an automatic float feeding to the 
water wheel compartment; entirely port- 
able, small and compact; a six gallon 
capacity without attaching to any water 





connections; air volume of 300 cu. ft. 
per minute; practically noiseless opera- 
tion, and a Corozone device for the 
ionization, deodorizing and revitalizing 
of the air. This device may be oper- 


ated simultaneously or separately as it 
is controlled by a separate switch. Coro- 
zone Co., Cleveland, O.—Electrical Whole- 
saling, December, 1932. 





Warming Pad Set 


This warming pad set consists of one 
large pad 12” x 15”, three heat, 60 watts, 





and one small pad, 6%” x 7”, single heat, 
30 watts. The large pad has two non- 
radio interfering thermostats. Both pads 
have rubberized covers under the outer 
eiderdown cover, making them moisture 
proof. This pad is especially adaptable 
for making small applications for ear- 
ache, toothache, etc. Westinghouse Flec- 
tric and Mfg. Co., East Pittsburgh, Pa. 
—Electrical Wholesaling, December, 1932. 


Mixer-Beater-Juice Extractor 






Advantages of 
this “Magic Maid” 
kitchen appliance 
include: sturdy 
construction; tilts 
back to drip posi- 
tion; adjustable 
to three distinct 
positions; port- 
ability; instant 
attachment of ex- 
tractor; snap 
fast, self locking 
beaters, and 
height adjuster. 
Among the avail- 
able attachments 
area costee 
roaster, coffee 
grinder, slicer and shredder, metal pol- 
isher, sharpener, meat grinder and an 
auxiliary power unit. List price for mixer- 
beater-juice extractor, $19.50. Fitzgerald 
Mfg. Co., Torrington, Conn.—Electrical 
Wholesaling, December, 1932. 


New Model Range 


The storage cabinet of the model 
1436 range is located under the oven, 
while plate warmer and another storage 








cabinet are located under the cooking 
top. The oven is porcelain enamel lined 
and equipped with temperature control 
and automatic clock. The cooking top 
has four full sized hotplates or three 
hotplates and unit cooker. Dimensions 
of this range are 40%” x 21%”. List 
price $139.00 without clock and without 
cooker. Standard Electric Stove Co., 
Toledo, O.—Electrical Wholesaling, De- 
cember, 1932. 


Vacuum Cleaners 


Three models are included in this line 
—rotary brush, straight suction and 
hand cleaner. These cleaners combine 
efficient action with light weight, per- 
fect balance and finger-tip control. Ef- 





fortless wheeling is another feature. The 
handle locks in three positions released 
by finger-tip pressure. The nozzle is 
especially designed to reach into awk- 
ward corners. It has a Universal self- 
oiling motor and a heavy-duty fan of 
unusual blade design. Delco Appliance 
Co., Rochester, N. Y.—Electrical Whole- 
saling, December, 1932. 











Sits tO iE Rats 














sed 
is 
vk- 


of 
nce 


rle- 


Pepe tee ee ae 





December, 1932 


ELECTRICAL WHOLESALING 47 





SERVING THE EXECUTIVES AND SALESMEN OF ELECTRICAL WHOLESALERS AND SPECIALTY DISTRIBUTORS 


Air Conditioner 


Designed to operate in conjunction 
with this manufacturer’s oil burning fur- 





nace on warm air heating systems, this 
air conditioner is built in a square, sec- 
tionalized, vertical cabinet, finished to 
harmonize with the oil furnace and base- 
ment furnishings. Steam from the boiler 
is supplied to an extended heat transfer 
surface in the air conditioner which sup- 
plies heat to the circulated air. As the 
air is circulated, it is filtered and prop- 
erly humidified. The necessary pressure 
to force the air through the duct sys- 
tem is also supplied by the air* condi- 
tioner. The air conditioner and oil fur- 
nace provide precise temperature con- 
trol and efficient operation, applicable 
to all domestic warm air heating sys- 
tems. In the case of existing plants, 
the combination supplants the old fur- 
nace and a new basement leader layout 
is connected to the existing wall stacks. 
General Electric Co.. Schenectady, N. Y. 
—Electrical Wholesaling, December, 1932. 


Refrigerator Basket 


This compact basket of covered dishes 
creates more space and avoids confusion. 
There is a dish for every need, one large, 
one medium and six small. The “Bask- 
ette’ is divided into compartments to 





snugly hold these dishes and yet provide 
space for air circulation. It is sturdily 
built of flat refrigerator shelf wire, heav- 
ily retinned and has end handles for lift- 
ing. It is adaptable to a convenient posi- 
tion on any shelf. Made of glistening 
white, durable porcelain enamel, the dishes 
will not lose lustre or absorb any odors 
and are not affected in cooking by food 
or food acids. Therefore, “left-overs” can 
be reheated in the same utensil they are 
stored in. Bellaire Enamel Co., Bellaire, 
ae Electrical Wholesaling, December, 


Food Mixer 


Possessing an exceptionally high pow- 
er rating, this new food mixer has a 





detachable juice extractor unit, both a 
three-quart and a one-quart bowl, dou- 
ble beater and single whipper. The mo- 
tor-beater unit can be instantly detached 
for use away from its original station. 
The mixer is 1414” high and is portable. 
It has three speeds and the revolving 
action of the bowls or containers can be 
reversed. A large variety of operations 
can be perfomed. List price, $19.95. 
Westinghouse Electric and Mfg. Co.. 
Mansfeld, O.—Electrical Wholesaling, 
December, 1932. 


Radio Noise Eliminator 


The “Filterizer Kit” is designed for use 
in locations where objectionable radio 
noise is being broadcast from unknown 
sources or from apparatus that cannot 
conveniently be filtered. In addition to 









m 
Sh arracn ms ueAo f 
TO INSIDE WIRE } 

OF SHIELDED 


LEAD-IiN 


FASTEN SHIELDED 
LEAD-IN UNDER CLAMP 


UF LEAD-IN 1S WER 
100 FEET GROUND 
4M SEVERAL PLACES 


preventing pickup of noise on the lead-in 
wire, the “Filterizer Kit” keeps disturb- 
ances that are present on the power line 
from entering the receiver through its 
line connection. An impedance matching 
unit, “RF-1” avoids the excessive signal 
loss that results from incorrect matching 
of impedances. A_ second impedance 
matching unit at the receiver, the “RF-4” 
is only recommended where too great a 
loss of signal strength is experienced. 
Tobe Deutschman Corp., Canton, Mass. 
—Electrical Wholesaling, December, 1932. 


Portable Tube Checkers 


With these new instruments, the plate, 
grid and all parts requiring energizing 
voltages are energized with pure, d.c. 
voltages of various magnitudes as gov- 
erned by the characteristics of the tube. 
In other words, when a tube is placed in 
these checkers the same voltages are ap- 
plied to the tube as when it is in use 


in a properly designed receiver, with the 
recommended 
Provision 


volt- 
is made 


tube manufacturer’s 
ages applied thereto. 





for testing 2.5 and 6.3 volt tubes, both 
six and seven prong. No batteries are 
used. Direct current is obtained through 
the use of rectifiers. On the “H-33” 
checker, illustrated, it is possible to test 
all kinds of condensers; paper, dry elec- 
trolytic, semi-dry and wet electrolytics, 
etc. Resistance values up to two million 
ohms can also be checked. All noisy tubes 
will also show up. Franklin Radio Corp., 
Dayton, O.—Electrical Wholesaling, De- 
cember, 1932. 


Candle Lamp Incorporates Cross 


Serving as a religious or 
decorative ornament, this 
lamp has built into it a cross 
formed by the filament which 
when lighted, gives an attrac- 
tive luminous effect. The 
lamps are made in several 
colors and in white frosted 
glass. They are designed to 
operate with either a.c. or 
d.c. current, in any standard 


socket and do not require 
transformers. It is claimed 
that the life of this “Cross 


Lamp” is comparable to that 
of a regular incandescent 
lamp. List price, $1.00. Sirian 
Lamp Co., 260 Sherman Ave., 
Newark, N. J.— Electrical 
Wholesaling, December, 1932. 





Portable Home Humidifier 


This unit is recommended for five to 
10-room homes. Air, driven by a fan, 
is passed over 28 circular revolving 





plates which are kept damp by being 
partially submerged in a water bath. 
These provide an evaporating surface of 
40 sq. ft. Delivery is 16,500 cu. ft. of 
washed air per hour. The operation of 
the humidifier is noiseless and practi- 
cally without wear. No installation cost 
is involved. List price, $69.50. Emerson 
Electric Mfg. Co., St. Louis, Mo.—Elec- 
trical Wholesaling, December, 1932. 
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* New Products 
APPLIANCES and SPECIALTIES 











Toy Range 


Just half the width and half the height 


of the regular kitchen range, this 
“Junior” model will bake, broil and cook 
foods on the surface burners just like 
the larger ranges. It plugs into the base 
receptacle. The oven has two burners 
controlled by one switch and there are 
two surface burners, each controlled by 
switch. There is also a roomy utensil 
cabinet below, with drop door. Finished 
in buff-ivory porcelain enamel with black 
trims. Standard Electric Stove Co., 
Toledo, O.—Electrical Wholesaling De- 
cember, 1932 


Portable Humidifier 


Washing the air two and a half times 
an hour in an average room, the “Pep- 
Aire” humidifier is simple in operation. 
Air is drawn in through a latticed screen 
grating at the top and is passed through 
a film of water. This action filters out 
impurities and cleanses the air. The air 
is then passed through the vapor cham- 
ber and saturated with moisture and the 
incoming air forces this saturated air 
out into the room. There is only one 
moving part and no switches or heating 
elements. List price, $18.50. H. H. Sheer 
Co., Quincy, Ill—Electrical Wholesaling, 
December, 1932. 





r 














"B" Power Unit for Auto Radio 


This new “B” power unit has the 
dynamotor directly over the filter pack 
instead of to one side of it. It may be 


installed in any car, either under the 
floor board, in the body, or in the reg- 
ular “B” battery box. It measures 7%%"x 
weighs 


454" x67” and only 12% Ibs. 





Important features are: low voltage tap 
to supply the 90 or 67% volt “B” lead; 
elimination of all terminal plates and 
exposed connections; every lead well 
shielded with a metal covering to pre- 
vent pick-up noises and reduce radia- 
tion; where the dynamotor is mounted 
to the filter base, four rubber bushings 
exclude all vibration and noise; filter 
pack is wax sealed to prevent commu- 
tator interference. List price, $21.95. 
Emerson Electric Mfg. Co., St. Louis, 
Mo.—Electrical Wholesaling, December, 
1932. 


Vacuum Sweeper 


The “Silver Spe- 
cial” is a station- 
ary brush sweeper 
with an antique 
silver finish. This 
finish was adopted 
for its ability to 
stand hard knocks, 
dust and dirt. The 
nozzle is 16” long 
and can be ad- 
justed to clean any 
thickness of rug. 
A positive locking 
and tilting device 
is also provided so 
that the handle 
cannot fall from 
the operator’s 
grasp. Other fea- 
tures are: weight, 
11% lbs; oilless 
bearings; rubber grip handle and high 
grade cord equipped with unbreakable 
plug. List price, $29.95. Westinghouse 
Electric and Mfg. Co., East Pittsburgh, 
— Wholesaling, December, 
1932. 


Improved "Mixmaster™ 


“Mixmaster” No. 2, in addition to its 
original features, is non-radio interfering 
and can be used at any time to mix, 
mash, whip, beat, stir, chop. food, grind 
meat, open cans, juice fruit or sharpen 
knives without interfering in the least 








with radio programs. It also has a spe- 
cial detachable feature. List price, $19.50. 
Chicago Flexible Shaft Co., Chicago.— 
Electrical Wholesaling, December, 1932. 


1933 Leonard Refrigerator Line 


Ten models, the lowest-priced of which 
will be $112 at the factory, installation 
and tax paid, comprise this new _ line. 
Prominent features are: extension of the 
“Len-A-Door” foot pedal arrangement to 
two foot-pedals on each of the two-door 
models; “Steady-Kold Defroster’ for 
maintaining ice-keeping and food-preserv- 
ing temperatures while defrosting is go- 
ing on; automatic protection against over- 
load; “Chill-om-eter” providing eight dif- 














ferent freezing speeds; self-closing ice 
compartment door on spring hinges; re- 
movable separators permitting any ar- 
rangement of trays; flexible rubber grid 
for uniform sized cubes; bottom tray de- 
signed to provide ice in double-quick 
time; all-porcelain cooling coil; glass de- 
frosting pan serves as extra-cold contain- 
er; “Dairy Basket’; smooth, bar-type 
shelves; telescoping upper shelf.  IlIlus- 
trated is the “PL-952,” the largest model 
in the new line. Leonard Refrigerator 
Co., Detroit, Mich—Electrical Wholesal- 
ing, December, 1932. 
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Sell 
SHERMAN | 


Sleeves | 


" s eueniaaeimaneaieiiinimenmenmEmE 


SHERMAN 





Sherman Splicing Sleeves in all types rep- 
resent the best market value and quality, 
price and service. 
Figure Eight Double Tube Sleeves (top) 
are seamless and free from burrs—made 
from extra quality electrolytic copper of 
high conductivity. 
Split Connectors (center) are made to 
suggested NELA Specifications of exactly 
correct temper, accurate and free from 
burrs. 
Oval Sleeves (bottom) niade to suggested 
NELA Specifications and to the usual high 
Sherman Standards. 

Send for Bulletin No. 20. 

Sold through Jobbers 


H. B. SHERMAN MFG. CO. 
BATTLE CREEK, MICH. 
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A Two Station ’Phone Outfit com- 
plete with wire and staples 


TO RETAIL AT $6.00 Per Pair | 





Mid. by 
S.H. COUCH COMPANY, INC. | | 


4 Arlington St. North Quincy, Mass. 





Agents throughout U. S. and Canada 





| 


| tiations held in strict confidence. 
'dress Box 121, 


| gress St. 
| describes the “Reco” 


| Positions Available 


Manufacturers’ Agents: To represent 
| high grade line of switch plates, brass 
| and steel. Opportunity for live wire out- 
| fits, all territories now available on com- 
| mission basis. Write full details, terri- 
| tory you cover, manufacturers now rep- 
| resenting, experience, etc. Address Box 
| 122, ELectricAL WHOLESALING, 520 N. 
Michigan Ave., Chicago, III. 


Vv 
Men Available 


Manufacturers’ Representative: = For 
Iowa and Nebraska or part thereof. Has 
|represented manufacturers in this terri- 
tory for the past three years. Now con- 
tacting electrical and hardware whole- 
salers, retailers, contractors and indus- 
trials. Wants only quality equipment or 
specialty with well established manufac- 
turer. Will exchange references. Nego- 
Ad- 
Electrical Wholesaling, 
520 N. Michigan Ave., Chicago, III. 


v 
Latest Trade Literature 


HARNISCHFEGER Corp., Milwaukee Wis. 
“Weld It Well” is a new bulletin de- 
scribing this company’s improved and re- 
vised line of “P&H Hansen” arc welders. 


APPLETON Etectric Co., 1701-29 Well- 
ington Ave., Chicago, Ill.—A 32-page bul- 
letin, No. 1002, lists and illustrates a 


| complete line of malleable iron explosion 
| resisting fittings for use in hazardous lo- 
| cations and made in accordance with re- 
| quirements of the Underwriters Labora- 
| tories. 


Reynoips Exectric Co., 2650 W. Con- 
Chicago, Ill—Bulletin No. 52 
Neonimater, a motor 
driven device for use with Neon signs 


which makes and breaks circuits by 
means of the spark principle. 
WirEeMoLp Co., Hartford, Conn.— 


| “Idea No. 23” features two sets of dia- 


| grams showing respectively a “small 
store” plan and a “big store” plan for 
modernizing window lighting. In both 


sets of diagrams the purpose is to show 
how the modern “stage” lighting tech- 
nique for window merchandise display 


|is made easily available by Wiremold. 


v 


Parallel Resistor Chart 
Offered by Ohmite 


D. T. Siegel, general manager, 
|Ohmite Manufacturing Co., 336 
|N. Albany Ave., Chicago, announces 
that this company has just issued a 
|parallel resistor chart which elimi- 
|nates calculations arising from the 
|use of resistors in parallel. 

This chart is a simple diagram on 
| which the combined value of two or 
more parallel resistances may be read 
| directly without calculations of any 
|kind. When an odd value of resist- 
lance is required, the chart makes it 
possible to select two stock values 
which when combined will give the 


| desired value. 








YAGER’S 


— the line that meets all your 
customers’ soldering needs 


Yager's Soldering 
Salts 


No fumes, acid or cor- 
rosion. Make perfect 
electrical or mechanical 
joints. Have your con- 
tractors tin their irons 
with Yager's Salts. 

Sold in standard con- 
tainers; also 25, 50 and 
500 Ib. drums. 





Yager's 
Soldering 


Paste 
Non-Acid, Non- 


Corrosive. The 
original Yager's 
Flux made in 
paste form for 
the electrical 
trade. Comes in 
standard con- 
tainers as well 
as 10, 25 and 
50 Ib. drums. 


ALEX R. BENSON CO., 
Hudson, N. Y. 





Inc. 














Another | 
SUPERIOR PRODUCT | 


ata 


Reduction in Price 








WET PROCESS 
STRAIN INSULATORS 
meet all 
Engineering Requirements 
SUPERIOR PORCELAIN COMPANY | 


PARKERSBURG, W. VA. 




















oman LASHER 
BUTTON 


Mente © EFFECTIVE Mounted 


nce HOD 
wincow were AD OLIMATS 


Crystallac 
(Baked 

enamel) 

Finishes 





Dalmo Sales Corporation 
600 So. Delaware Ave. Philadelphia 


=< 








511 Harrison St. -:- San Francisco 
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Exhaust and ventilating fans in 
sizes from 9-in. to 48-in. diameter 


For a 
market 
that's 
always 
alive 


Summer and winter, the need for an 
ample supply of fresh air is ever pres- 
ent in homes, offices, stores, factories, 
and other places where people live 
and work. 


Electrical Wholesalers carrying the 
complete Diehl line of ventilating fans 
are prepared to meet every require- 
ment of this extensive market with fans 
that have been leaders for fifty years. 


Write for the Diehl catalog—it de- 
scribes the entire line of fans and sales 
helps and also contains helpful instal- 
lation data. 








Wind-O-Vent Ventilator 
Metal or Glass Panel 


DIEHL MFG. COMPANY 
Electrical Division of 
THE SINGER MFG. COMPANY 
Elizabethport, N. J. 
Chicago 


Atlanta on 
Philadelphia 


Bost 
New York 
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THIS RETAIL PRICE INCLUDES FOOD MIXER, JUICE 
EXTRACTOR, SINGLE AGITATOR AND DOUBLE 
BEATERS, AND TWO FRENCH IVORY BOWLS. 
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Get the FACTS about 
FOOD MIXERS 


. . . And you'll agree that no food mixer 
compares with the Hamilton Beach new 
Model B. A strong statement. But examine 
—study them all. You'll find absolutely 
none with so many outstanding features— 
for convenience, efficient performance, long- 
lasting quiet and attractive appearance. 


One-hand Portability. No other portable mixer is 
so easily lifted off the stand—with one hand! The 
hand that holds the motor also operates the switch. 
In using other portable mixers the motor is held in 
one hand and the switch must be operated with the 
other hand. 

Controlled Bowl Speed. The Hamilton Beach is the 
only self-revolving-bowl mixer which gives the house- 
wife both fast bowl speed (as for whipping) and slow 
bowl speed (as for creaming). And it is the only mixer 
on which bowls revolve automatically when empty. 


Sanitary and Handiest Juice Extractor. Although 
portable, the Hamilton Beach doesn’t have to be 
turned upside-down to use juice extractor. Strainer 
and non-spattering spout are both removable and 
easy to clean. 


Tilt-back Motor. With no other mixer can the 
beaters so easily be drained into bowl or discon- 
nected without smearing fingers; or the change made 
from one bowl to the other. 


Single Agitator. No other portable mixer offers 
such quick, easy substitution of single agitator for 
double beater—for mixing drinks in a glass. 


Quiet Operation for Years. Has worm-gear drive 
(Hamilton Beach Patent No. 1738112)—strongest, 
quietest, longest lasting and most compact drive 
known. Combined with ball thrust bearing on ex- 
tractor shaft, it assures longer satisfactory service 
—and more power with less bulk or weight—than 
any other mixer made. 


Matchless Beauty. The Hamilton Beach is hand- 
somely designed and beautifully finished in baked-on 
black and ivory enamel. Steel beaters are chromium 
plated. French Ivory opaque glass mixing and ex- 
tractor bowls are color-fast and tarnish-proof. 


Nothing attains a self-stimulated sales momentum 
like a superior product. The Hamilton Beach new 
Model B Food Mixer will prove this business 
axiom decisively. Users enthusiastically tell their 
neighbors. The retailer’s sales grow; the whole- 
saler’s multiply. . . . And the Hamilton Beach 
clean-cut policy of 100% jobber-to-dealer distri- 
bution assures both their full, rightful profit at 
all times. The Hamilton Beach Mfg. Company, 
Racine, Wis.—Subsidiary of Scovill Mfg. Co. 


HAMILTON 
BEACH 
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Peinly readable 
75 feet away 
in daylight 
or darkness 


* 110 volt service 


Single gang 
Unit Ne T90/ 











H&H 
ON owed Number 


Uni ‘DISPLAY 


HART&HEGEMAN DIVISION 


ARROW-HART & HEGEMAN ELECTRIC COMPANY, HARTFORD, CONN. Pi / J 


Display 


with easel. 


A portable 


Demonstrator 
-lake it 
fo your 

Prospects 













Inside Control No7739 


90000000 Wired Homes 


are prospects for this installation 


—and the above Display Stand SHOWS your prospects just how the House Number 
lights up when switch is snapped. Switch-and-Warning Light mounted on Board, is 
sample of inside control recommended. Jewel shows RED while Number is illuminated 
outside. . . Stand is ready-wired with 6-ft. attachment cord to plug in for store display 
or for demonstrations in homes. Designed visually to SELL a proved-popular item to 
the CONSUMER market— not dependent on new building. Use this outfit to demonstrate 
to your Contractor customers the effective way to get business NOW. 


HART & HEGEMAN DIVISION | 


THE ARROW-HART & HEGEMAN ELECTRIC CO. HARTFORD, CONN. 
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NOTHING BEATS PLYMOUTH TAPE 
AS A SALES REPEATER!!! 








Plymouth’'s Jobber 
Policy Guarantees 


You 100% Protection 
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TAPE 


PLYMOUTH RUBBER COMPANY. Inc. 


Canton 
PR 


FRICTION IAPE 


HIGHE ST EFFICIENCY TESTS 
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Sold Exclusively 
Through Wholesalers 





PLYMOUTH RUBBER COMPANY »«. 


PLYMOUTRH 
TAPES “oe 


—the best salesmen any house can have 

















A. Wholesaler Induced This Contractor 
to Go Out and Sell 


He used to wait for jobs to come to him—now he 
goes out after ’em. He used to whittle bids—now he 
quotes. He used to give away his profits—now he puts 
them in his pocket. This happened when a keen whole- 


saler showed him the 


P&S-Despard Line of Wall Plate 
Merchandise 


and induced him to specialize on small jobs of home 
wiring modernization. 

Not one house in ten is adequately wired. There 
is a huge market for added pilot lights, night lights, 
more sidewall outlets, closet lights, cellar and attic 
lights, radio outlets. And people want these additional 
wiring conveniences. All they need is to be sold. 


With the 


P&S-Despard Line of Wall Plate 
Merchandise 


it is easy to sell wiring modernization. The sale begins 


LINE OF WALL-PLA 





‘nea ete SSC 


TE MERCHANDISE 


at the wall plate. Folks see what they’re getting. One 
contractor we know sold 16 jobs in 32 calls. Another 
sold 34 wall outlets, a washer and a refrigerator as 
result of 14 calls. This method of selling works. From 
the wholesaler’s standpoint, the 


P&S-Despard Line of Wall Plate 
Merchandise 


has every advantage over previous devices—1/10th the 
investment for equal adequate stocks — much faster 
turnover—transportation cut in half—number of stock 
items cut down by over a hundred items for equally 
complete assortment. But most important, the 


P&S-Despard Line of Wall Plate 
Merchandise 


gives your contractors something that helps them sell 
house wiring. It is the electrical wholesaler’s most 
amazing anti-depression development. Write—Pass & 
Seymour, Inc., Solvay Station, Syracuse, N. Y. 



































